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In the Rich Rochester, N.Y., Market 
WHEC-TV Delivers 
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We've moved our antenna sixty 
feet up to the top of the transmitter on 

Pinnacle Hill— 505 feet above 

average terrain! 

More height means more reach to more 
viewers in the rich, eleven-county 
Rochester market! More exposure for 
your sales message! More value for 

your advertising dollar! 

Now more than ever before, we offer 
vou a "ten-strike" on Channel 10! 
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for years to eonte 3 when they talk 
aboat mevehandisinfi ideas to end 
them all . theyHl he talking about the 




calendar sweepstakes 



100,000 in Prizes WOO 





It's the one and only promotion of its kind -from the station that's re-writing 
the book on merchandising! Gives our audience over $100,000 in prizes -with 
winners every day - throughout the year! Over a quarter of a million Greater 
Philadelphia homes responding to our every word - waiting for their Lucky 
Calendar number to be called. And that gives your commercial a selling climate 
that's hot -all year long! 





In the Vhilutlelfihin Market, the prize a- inning station is 
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SELLING THE 
UPPER MIDWEST? 



NORTH DAKOTA 



■ DON'T FALL 

I 276,560 

■ TV HOMES 

■ SHORT OF 

S GETTING IT* 



NEBRASKA 



MINNESOTA 



SIOUX 




\ IOWA 



You can filf in this major market 
area with a single-station origination 
of your one tv commercial. 

KELO-LAND TV— the 33rd CBS-TV 
affiliate in terms of actual delivered 
audience* 

Your one commercial film or live 
message placed on KELO-tv SIOUX 
FALLS whips out automatically, 
simultaneously through KDLO-tv and 
KPLO-tv (our electronically inter- 
connected stations) to blanket it all. 
276,560 tv homes. 103 counties. 
More than 1 ,148,100 men, women 
and children. They call their heart- 
land KELO-LAND, be:ause only 
KELO-LAND TV serves them a 



♦ARB March f 62, 6:30 p.m. 
10 p.m. Sun. thru Sat. 
Avr. Quarter-Hour. 



NO CAMPAIGN IS A NATIONAL CAMPAIGN 
WITHOUT 

CBS • ABC 

kelQland 

KEL0-tv S10UX FALLS; and interconnected 
KDLO-tv and KPLO-tv 




JOE FLOYD, Pres. 

Evans Nord. 
Executive Vice Pres. 
& Ccn. Mgr. 

Larry Bcntson, 
Vicc-Prcs. 



Represented by H-R 
In Minneapolis by 
Wayne Evans 
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Letters to 
the Editor 



WILLIS' SPEECH DEFENDED 

1 was shocked alter reading the 
editorial < overing Paul Willis' 
speed] before the TvB group. 

I thought he dearly stated the 
case of the food industry's most 
important contribution to the 
American economy and the well 
being of its people. It also seemed 
to me that what he asked for is no 
more than thousands of p.r. agen- 
cies seek every day for every branch 
of our national business commu- 
nity. Maybe 1 am just dumb and 
cannot read between the lines. 

However, I do believe this much: 
ain one who attacks Paul Willis 
also attacks the entire food indus- 
try. And that, in my opinion, is 
a big bite to chew! I have known 
him rather well in years past and 
unless his stature and prestige in 
the industry have dropped, you 
may discover that to be quite true. 

I doubt, in fact, that Mortimer, 
Morgens or Bell would comment 
on this editorial without first con- 
sulting with him, and why not — 
they probably respect him far more 
for his intimate , knowledge of 
their industry's problems than 
they do any editors. After all, 
they do pay a handsome price 
every year for their valuable mem- 
berships. 

If the American people do spend 
20% of their incomes for food, 
who can say that those same peo- 



ple might not enjoy more infor- 
mation and education on how it 
all comes about? Willis certainly 
did not indicate that food manu- 
facturers were about to discon- 
tinue or even reduce their invest- 
ments for brand name cultivation. 

Our food manufacturers, and 
above all Paid Willis, are true- 
blue Americans who probably 
would be first to fight against any 
further abridgement of free ex- 
pression by broadcasters and the 
press. The unions already have 
imposed enough such restrictions 
against them and their operations. 
They quite likely appreciate what 
tills means much more than we do. 

As a small, insignificant individ- 
ual, 1 honestly believe that only 
an editor could have interpreted 
this speech as it was, and this is 
no reflection against the person 
who gave the editorial its master- 
ful expression. 

In my book, Paul Willis did not 
deserve it. Fortunately, he is mag- 
nanimous and tolerant. 
PAUL BLAIR, Chicago. 

AM RADIO EXPEDITER 

1 appreciated the article "Buyers 
Extol Spot Radio Timesaver" (3 
December) which described the 
AM Radio Expediter. 

Not only are we particularly 
proud of having developed this 
marketing tool, but we appreciate 
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4-WEEK CALENDAR 



DECEMBER 

International Radio and Television Society 

Christmas party luncheon: Roosevelt 
Hotel, New York, 18. 

Academy of Television Arts & Sciences 

panel discussion: Hollywood Palla- 
dium, 19. FCC Chairman Xeuton 
N. Minow will paniripate with other 
industry leaders in discussion of 
"Whai Is Right and What Is Wrong 
wiih Television." 

National Assn. for Better Radio & Tele- 
vision luncheon honoring l-'CC chair- 
man Newton N. Minow: Wilshire 
Conniry Club, I.os Angeles, 19. 



American Marketing Assn. annual win- 
ter conference: Hilton Hotel, Pitts- 
burgh, 27-29. Theme of the confer- 
ence is "Marketing in Transition." 
Information and registration mate- 
rials may be obtained from the 
American Marketing Assn., 27 East 
Monroe St., Chicago 3, 111. 

JANUARY 

NAB-FCC joini conference on am 
growth problems. 7-8. 

Florida Assn. of Broadcasters board of 
directors meeting: Cherry-Plaza, Or- 
lando, Ma., 12. 



your telling our industry about it 
lor it was developed to condense 
and simplify the myriad of facts 
necessary in developing a spot ra- 
dio campaign, which is of course 
our business. 

We feel your writer's perception 
and clarity of reporting the story 
was excellent. 

WILMOT h\ LOSEE, president, AM Radio Sales, 
New York. 

SPANISH LANGUAGE MARKETING ' 

We would appreciate your taking 
note that KXEX, Fresno, Calif., 
which broadcasts in 100% Spanish 
language (to 27% of the Fresno 
metro population), was not listed 
in your special report on Spanish 
language broadcasting (5 Novem- 
ber) . 

KXEX is owned and operated by 
John W. Sonder. The station went 
on the air 20 September 1962 and 
is repped nationally by Tele-Radio 
& Tv Sales, and affiliated with the 
Spanish Key Market Group. 

I must add that TrTv would like 
to congratulate sponsor for creat- 
ing the most comprehensive and 
informative feature story ever done 
to date 011 this growing Spanish 
community in the U. S. 

Please send us an initial order of 
300 reprints. 

WARREN SHUMAN, general manager, Tele-Radio 
& Tv Sales, New York. 



SMITH-HISS CASE 

All free and proud broadcasters 
are in the debt of the man who 
turned out the 3 December Com- 
mercial Commentary on the Smith- 
Hiss case. 

I'm afraid that the American 
businessman who craves a "kept- 
woman" relationship with the com- 
munications media hasn't travelled 
in enough non-private enterprise 
countries to realize the absolute 
lunacy of his "spank 'em and shape 
'em up" stand; it will, more than 
any other single thing, destroy the 
traditions of our national life. 
ALAN J. BELL, director of promotion & re- 
search, Advertising Time Sales, New York. 

CORRECTION 

The four-page WIP insert, which 
appeared in the issue of 3 Decem- 
ber, should have been labeled "ad- 
vertisement.** sponsor regrets the 
inadvertent omission of this label. 
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TV Camera of the Sixties! 
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incfive silhouette of "TK-60", 
-vision sfudio camera fhat's 
brs ahead in performance. 



After five years of intensive development and two years of field testing, the TK-60 advanced 
studio TV camera is here! Big picture AV2" image orthicon pickup tube combines with stabilized 
circuits, ease of camera set-up, and simplicity of operation to make it every inch the TV Camera 
for the "sixties' 1 . Here's a great new monochrome camera that's sure to be a success with 
producers and station-men alike! The TK-60 produces pictures of sensationally new quality. ..over 
extended periods, without alignment delays. You can control contrast and mood as never before. 
You can produce tapes and live commercials that show the client's product in sparkling! 
life-like detail, with effects not possible on any other camera. Where striking picture quality 
can mean stepped-up product sales, this is the camera that "says it 11 and "sells it 11 bestl 
See the RCA Broadcast Representative for the complete story Or write RCA Broadcast 
and Television Equipment, Building 15-5, Camden, N. J. 




THE MOST TRUSTED NAME IN TELEVISION 



The Facts Behind "Daytime 

And introducing NBC's Vastly Simplified Neiv Daytime Rate Structure (A Bow 



Daytime television is a world men 
rarely see. But women do— 36 mil- 
lion of them every week. 

To reach these women, advertisers 
are investing $220 million dollars 
on the daytime schedules of the 
three networks this year — more 
than double what they spend on 
the five leading women's maga- 
zines combined. As a measure of 
daytime television's dramatic 
growth, this is 28% more than 
they spent on daytime television 
last year (Chart 1). 



1 



Yearly Gross S'etwork Daytime Billings 
(in millions) 
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And the number of advertisers has 
jumped 60%— to 150 in 1962, com- 
pared with 90 three years ago. 

Variety recently headlined this 
upsurge, "Daytime TV's Big Biz 
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Boom," and labels it "the vogue 
medium"— so much of a vogue in 
fact that "the pre-dark hours have 
burst through with near SRO." 
Translated, it reads the three net- 
works are more than 90% sold out 
in the daytime. 

What's behind this trend? Two 
facts. 



1. GROWING AUDIENCES OF WOMEN 

During one week, daytime televi- 
sion reaches 79% of all U.S. tele- 
vision homes (Nielsen). 

And the viewing trend is up. 
Homes using daytime television 
per average minute rose 22% over 
the past three years (Chart 2). The 
average woman viewer, according 
to ARB, is now spending two 
hours a day with her favorite 
programs. Daytime viewing is up 
because the nation's housewives 
respond to the fact that daytime 
television is designed primarily 
to interest, entertain and inform 
them. It is their medium. 

2. SALES IMPACT 

No one disputes the fact that 
women make most of the decisions 
in day-to-day family buying 
(except perhaps for newly-wed 
husbands, but they learn fast). 



3 Woman's Influence on Brand Choke 
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Products Purchase Diary Study. t956 



Studies of the drug and toiletry 
business show that the wife does 
the actual buying 66% of the 
time. In food and groceries the 
proportion is even higher— 79% 
of the time (Chart 3). The ques- 
tion is, does daytime television 
really influence buying decisions? 

A 1960 study by Nowland & 
Company reported that daytime 
viewers "are more receptive to 
advertising and more interested 
in convenience products than non- 



viewers. 



A Marketing Impact Research 
study the same year measured the 



actual effect of an appliance com- 
pany's advertising campaign. It| 
showed : 

...Dramatic increases in Brand I 
Awareness for the product: 
72% among frequent viewers, 1 
63% among occasional viewers 
(Chart 4). 



Daytime TV's Influence on Brand Awareness 
(7t Mentioning Appliance under Study) 
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Daytime TV's Influence on Willingness to Buy 
(7e Mentioning Appliance under Study) 
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...Even bigger increases in Will- 
ingness To Buy: 141% amon^ 
frequent viewers, 78% among 
occasional viewers (Chart 5). 

In a statement to stockholders, the 
company's president attributed a 
21% sales jump in one year to a 
million dollar increase in the ad- 
vertising budget (the bulk of 
which went into NBC Television 
daytime). 



Finally, if you're in the business 
of making women beautiful, see 
this example of the power of day- 
time network television — a case 
history reported by a cosmetic 
advertiser (Chart 6). 

Isolated Cases? 

Not according to the giant food 
and drug advertisers, which each 



NBC TELEVISION DAYTIME SCHEDULE: SAY WHEN, PLA Y YOUR HUNCH, PRICE IS RIGHT, CONCENTRATION, YOUR FIRST IMPRESSION, TRUTH 



m Big Biz Boom" 

T o Advertisers Who Are Not Advanced Mathematicians) 



year continue to invest heavily in 
daytime television. 

Not according to the experience 
of a leading toiletries manufac- 
turer, which increased its invest- 
ment in network daytime tele- 
vision from $126,000 in 1956 to 
$5,440,000 in 1962-and has had 
the sales success to justify it. 

Not according to the nation's su- 
permarket managers. They voted 
daytime television the single most 
effective medium in pre-selling 
goods to their women customers- 
better than women's magazines, 
newspapers, billboards and radio. 



Actual Purchases 

(7< Having Cosmetic in the Home) 



COLO CREAM 



DRY SKIN CREAM 



+41% 



+91% 




22% 

MDN- 
VXWCftS 


26% 31% 11% 

OCCASIONAL mtlUEKT M9H- 
VIEWERS VIEWERS VIEWERS 


13% 

0CCRS10NU 
VIEWERS 


21% 

FRE OUEHT 
VIEWERS 


Source ■ 


R, H. Bruskin Associates, 195$ 







NBC's SPECIAL DAYTIME VALUES 

Above and beyond the eye-open- 
ing success of daytime television 
in general is the story of NBC 
daytime in particular. 

NBC's daytime billings alone are 
larger than the billings of the two 
leading women's magazines com- 
bined : McC all's and Ladies' Home 
Journal (Chart 7). 

One reason advertisers are so par- 
tial to our schedule: the personal 
salesmanship of NBC daytime 
stars Merv Griffin, Bill Cullen, 
Hugh Downs, Bill Leyden, Bob 
Barker, Art James, Robert Q. 
Lewis. 

Does personal salesmanship by a 
star make a difference? It makes 
a 21% difference in the number 
of housewives influenced to try a 
product, according to a study con- 
ducted in 1960 by O'Brien-Sher- 



wood Associates (Chart 8). It 
makes a 32% difference in im- 
pact, according to a study of more 
than 8,500 commercials over a 
nine-year span, conducted by 
Gallup-Robinson. 



Billings NBC Daytime vs. Leading Women's 
Magazine (in millions) 
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This is the bonus from the per- 
sonal touch of a Cullen, a Downs, 
a Leyden. NBC Daytime provides 
another bonus, too: our advertis- 
ers sell in a climate of excitement 
and program excellence. Most of 
NBC's daytime programs have 
also made their mark as prime 
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nighttime entries. Even those 
that haven't are pampered with 
nighttime production care. (Ask 
your wife about the big, new 
Merv Griffin hour ,.. praised by 
The New York Times for its "sub- 
stance, glamour and fun"). 

Still another value : four of NBC's 
daytime series are broadcast in 
color. 

These are some of the reasons why 
NBC daytime has been virtually 
sold out this Fall. But it hasn't 
been all champagne and bravos. 
The rush of advertisers — particu- 



larly those new to television and 
others with special needs— has put 
a strain on the complex old rate 
structure, serviceable as it was in 
the past. 

NBC'S SIMPLIFIED 
NEW RATE STRUCTURE 
On January 2, 1963, NBC will in- 
augurate a simplified rate structure 
to serve the growing number of ad- 
vertisers in its daytime schedule. 

Here is how it will work. Each day- 
time quarter-hour will be sold at a 
flat package price that includes time, 
talent and production costs. Period. 

Bonus rates? Station charges? Con- 
tinuity discounts? Class C? Class I)? 
Obsolete— all of them. (No longer 
will it take a knowledge of ad- 
vanced mathematics to buy daytime 
television.) 

Starting in January on NBC day- 
time, each advertiser will buy pre- 
cisely what he wants at a flat rate. 
It couldn't be simpler. It couldn't 
be better for the advertiser who 
wants to tie in daytime television 
with his marketing plans and cycles. 
It couldn't be better for the adver- 
tiser—big or small— who wants to 
buy performance, quarter-hour by 
quarter-hour. 

The point is clear. Daytime tele- 
vision, with its vast and growing 
housewife audience and proven in- 
fluence on pnrc liases, is the most po- 
tent way to sell to women. Some 
150 advertisers who will invest 
$220,000,000 this year on daytime 
television know it. 

Starting on January 2, they (and 
vou, if you are not already among 
them) can reach the nation's best 

women customers j 

hv means of the 

Br 1 

simplest, most 
rational rate struc- 
ture yet devised 
for network day- 
time television. 




CONSEQUENCES, MERV GRIFFIN SHOW, L0RETTA YOUNG, YOUNG OR. MAL0NE, MATCH CAME (0EBUT 0EC. 51), MAKE ROOM FOR 0A00Y 





5 REASONS WHY 
IT PAYS TO BUY 
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1— Local-level merchandising 
support. 

2— Top FM coverage in 
All Eastern Michigan. 

3— Every commercial gets 
lull-page, Iront-page I 
exposure. 

Eastern Michigan's only 
TV station telecasting 
color daily. 

5— Hearing 10 years of one 
ownership service to all 
Eastern Michigan, 
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Top of the news 

in tv/radio advertising 

17 December 1962 



TV CODE BOARD WEIGHS COLLINS TOBACCO PROPOSAL 

Dwarfing the rest of the issues which the NAH Tv Code Review Hoard will 
think over between now and its 1(3 January report to be made in Phoenix 
to the Television Hoard of Directors is the issue raised by NAH president 
LeRoy Collins: advertising directed at teen-age smokers. Collins is reported 
to have sidestepped the quicksand of specific regulation and asked instead tor 
a simple general agreement of principle which would lead to a general amend- 
ment of the NAH Tv Code and then to specific guidelines worked out with 
the tobacco industry. Also under study are the inclusion of an editorializing 
clause in the iv code (radio also has one) , a crack-down on doctors and the 
like in drug ads, and a uniform time code. 

WHAT'S PROBABLY PROMPTING COLLINS 

Trade observers see in Collins' proposal to the NAH Code Review Hoard a 
way for broadcasters to avoid the possible onus of guilt in the forthcoming 
Surgeon-General's report on smoking. According to reports, Collins is em- 
phatically not asking broadcasters to forfeit any tobacco revenue, nor is he 
interested in specific prohibitions on how and when tobacco may be adver- 
tised on tv. What he is asking, however, is that tobacco advertising undergo 
modifications so that teen-agers arc no longer a prime target. Analysts of the 
situation describe the Collins proposal as a form of broadcasting self-regula- 
tion to forestall government regulation. Also Collins may know more that's 
in the offing than he's telling. 

CBS TV WANTS HALF HOUR FOR EVENING NEWS STRIP 

CHS TV last w r cek created an uproar of dismay among affiliates by asking 
them, effective September, to clear a half hour for the Walter Cronkite early 
evening news strip. The expansion from the present 15 minutes woidd re- 
quire affiliates — and this is the core of the uproar — to reschedule their spon- 
sored local news period. As a swap the network would turn back the after- 
noon half hour now occupied by Edge of Night. 

AIR NEWS STEPS INTO NEW YORK CITY DAILIES 9 STRIKE 

New York radio and tv stations jumped into the vacuum created last week in 
the city-wide newspaper strike by vastly extending their news operations. 
WAHC-FM, for one, converted on Friday to straight news with a 15 minute 
cycle. The production costs probably won't be recovered by the tv stations, 
but agencies were doing heavy radio buying for department stores, theatres 
and gift products. WNEW reported a $25,000 weekly jump in income. (For 
more, see p. 64.) 

UHF STATIONS FORM ASSOCIATION HEADED BY BROWN 

Operators of uhf television stations have formed the Association for Compel i- 
tivc Television, and have elected ex-NAH v.p. Thaddcus Harold Hrown, Jr., 
as v.p. and executive director. It's possible vhf drop-ins might become an 
ACT interest, but right now it's the first uhf trade association with a regular 
office. 
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Top of the news 

in tv/radio advertising 

(continued) 



FCC'S BARTLEY DISSECTS NETWORK TV ECONOMICS 

The development of network tv renders "impractical" Congress' original no- 
tion of local station autonomy, reported Robert T. Bartley of the FCC, speak- 
ing last week before the Southern California Broadcasters Association in Los 
Angeles. Quoting from the Office of Network Study report, "Television Net- 
work Program Procurement," Bartley stated: "Licensee-affiliates have, as a 
practical matter, delegated responsibility for program creation, production, 
and selection to the networks." Hence Congress' idea of tv as a grass-roots 
medium is largely obsolete. The FCC staff report, stated Bartley, recommends 
legislation for an all-license national code authority and a provision to restore 
competition by limiting network station time and also banning the networks 
from syndication operations. 

MGM-TV TO LIST INDIVIDUAL PRICES ON FEATURES 

Last week MGM-TV announced that it had instituted a new policy of sub- 
mitting individual prices on feature films. If stations show interest in an 
MGM-TV title list, they will receive a price list. No discount scheme is fore- 
seen for quantity buys, but once MGM and a station enter a bona fide nego- 
tiation on a package, the station is exempted, under the recent Supreme 
Court ruling, from selling individual pictures to a competitor, if the package 
deal can be closed expeditiously. The final price reached through negotia- 
tion may be less than the asking price, but this is not a discount. MGM will 
not charge less for packages than the total of individual pictures, which it 
could do on the grounds of saved administrative and sales expense, because 
it wishes to avoid the burden of proof of such costs. It is expected that othei 
feature film producers will adopt similar or related policies to meet the re- 
cent court ruling. The new MGM procedure differs from one MCA insti- 
tuted some time ago of entering simultaneous negotiation with stations. 

AETNA, PENNZOIL BACK HUNTLEY ON DAILY NBC RADIO 

Chet Huntley will have a daily five-ininute radio commentary show on NBC 
Radio starting 31 December. The show, to be cleared by stations between 5 
and 7 p.m. local time, will be fully sponsored for 52 weeks by Aetna Casualty 
(Remington) and The Pennzoil Co. (FSR, New York, and Eisaman, Jones 8: 
Law, Los Angeles) . 

SPONSOR BEGINS 2-PART NIELSEN HOMES EXTRACT 

I he practical estimates of U. S. tv and radio homes, by states and counties, 
compiled by A. C. Nielsen, will be reprinted in two parts in sponsor, begin- 
ning this week on p. 36. The data includes total homes, tv ownership per- 
centages, radio ownership percentages, and tv and radio homes. 

CBS TV AFFILIATES ELECT OFFICIALS 

T. B. Baker of WLAC-TV, Nashville, was elected chairman, and Thomas S. 
Murphy of Capital Cities Broadcasting was elected secretary of the CBS TV 
Network Affiliates Board, at elections held during the annual meeting this 
month in Palm Springs, California. 

SPONSOR-WEEK continues on page 14 
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a statement of 

WWLP & WRLP 

SPRINGFIELD — MASS. — GREENFIELD 

(Television in Western New England) 



by William L Putnam 



The Committee for Competitive Television 
which has been composed largely of a hard- 
core of courageous broadcasters fighting 
against overwhelming odds for a truly national 
competitive TV service, is no more. 

In the place of the CCT however is a new. 
vigorous, progressive-minded organization, the 
Association for Competitive Television which 
will carry on the principles for a national 
competitive TV service and will use the initials 
of its incorporated new enterprise (ACT) as 
the guiding force of its operation. 

The implementation by the FCC of the all- 
channel TV set law passed last spring was the 
seed which the ACT feels will blossom to full 
flower aS more and more TV stations go into 
operation throughout the country, bringing 
greater TV service to the public. 

The Officers of the new organization envision 
a rapidly expanding membership as more and 
more stations become part of TV's national 
service. To these stations the new ACT will 
offer an organization specifically designed and 
operated for their specific problems. 

To guide the policies and future programs 
of the ACT, the Board of Directors has ap- 
pointed Thaddeus Harold Brown as its Vice 
President and Executive Director. Mr. Brown's 
qualifications and experience in broadcast and 
trade association work is national in scope. 



Served for several years as the vice president 
for Television for the NAB. 

He will operate a full time, fully staffed 
permanent headquarters in Washington. D. C. 
and will initiate and conduct programs bene- 
ficial to the membership of the ACT. 

For the first time, member stations will have 
a knowledgeable, experienced and respected 
representative vigorously participating in in- 
dustry discussion* for their counsel and benefit. 

We feel that through his office Mr. Brown 
will be able to seek broader industry support 
for ACT activities: will be able to institute 
educational programs designed to emphasize 
the many untold and unsold qualities of the 
Ultra High Frequency spectrum and carry out 
the Association's plans to strengthen the all- 
channel set regulations announced In the FCC 
and assist in developing the usage of the ultra 
high frequencies to its fullest potential. 

The future of the television industry lies in 
a greatly expanded public service and we in 
the ACT are proud to be a part of bringing 
such additional service to the American people 
Avhose daily civic and community activities 
are so deserving of attention by means of the 
television medium. 

Represented nationally by HOLLINGBERY 
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FCC: ABC'S NIXON SHOW WAS WITHIN ITS DISCRETION 

The FCC en banc acted last week to rule the ABC TV Howard K. Smith 
show on Nixon to be within the editorializing discretion of the network and 
stations. The Commission announced it will explain its ruling to the 2,000 
complainants against the show. The FCC quoted ABC's explanation that it 
made no attempt to glorify Hiss and commented that it regarded the net- 
work's presentation of a spectrum of views on Nixon as controversial but fair. 

ANA WORKSHOP HEARS TALKS ON CREATIVE MANAGEMENT 

Discussing client and agency problems in creative management, and ways to 
increase creative effectiveness, Wilson A. Shelton, Comptou executive v. p., Max 
Banzhaf, Armstrong Cork v. p., and Benn Wells, Seven-Up v. p. addressed the 
ANA workshop in New York City last week. (For story, see p. 33.) 

PETRY TV REPLIES TO LIFE'S REGIONAL PLAN 

In response to a recent Life Magazine promotion of its regional plan, Pctry Tv 
recently reported that spot tv delivers 69% more unduplicated homes in one 
area and 92% more in another thin what the newswcekly blueprinted. Stated 
Martin L. Nicniian, Petry Tv executive v.p.: "National publications cannot 
become adequate local and regional sales tools merely by subdividing their 
circulation." 

NBC INTERNATIONAL PART OF BIGGEST LATIN TV WEB 

What will be the largest nation-wide tv network in Latin America, Radio 
Caracas Tv, will be completed in 18 months to reach 97% of Venezuela. NBC 
International, which owns 20% of the web, will play an active part in the ex- 
pansion. NBC International board chairman George A. Graham, Jr., reported 
last week. 

KLEMM ADDRESSES MISSOURI GROUP 

Community-oriented radio stations better express the new spirit of the nation 
than any other medium, stated David R. Klcnim, speaking last week before the 
Chamber of Commerce of Doniphan, Missouri. He's director of promotion for 
the Balaban Stations. 

'HOW TO DRIVE MARKETS UP THROUGH PROPER PRICING' 

Leonard H. Lavin, president of Alberto-Culver, explained his company's four- 
point philosophy lats week before the Association for Corporate Growth in 
New York City. The points: 1) marketing only quality products, 2) pricing 
at mass premium prices )3, putting a maximum expenditure into tv, including 
daytime and nighttime network and spot, and 4) pre-tcsting of commercials. 
Lavin stated that proper pricing, leaving a margin for advertising, was the 
most important factor in growth. He said: "Our experience has shown that 
time after time immediate sales reaction results from extra dollars spent on 
television/* 

SPONSOR-WEEK continues on page 64 
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WE'VE GOT 
A WAY 
WITH WOME 



The hands that hold the pi 
stringscling lovingly to Channj 
Cash in on this Detroit romai 
A call to STS for avails 
WJBK-TV can put you in toj 
with the buyingest bunch 
viewers in Southeastern Michij 

Here's the Latest Proo\ 



Ratings* 

WJBK-TV 

STATION "B" 
STATION "C" 
STATION "D" 



Homes* 
WJBK-TV 

STATION "B" 
STATION "C" 
STATION "D" 



8.8 

4.9 
2.4 
3.3 



113,400 

71,400 
33,900 
37,800 



*9 AM — 5 PM, M-F. NSI. 
Oct. 21, 19G2 (Average) 



WJBK-TV 

CBS IN 

DETROIT 



IMPORTANT STATIONS 
IN IMPORTANT MARKETS 

STORER 

BROADCASTING COMPANY 



STORER TELEVISION 

SALES, INC. 
Representatives for all 
Storer television station^ 



'COMMERCIAL 
COMMENTARY 



by John E. McMillin 




A new year and new career 

The news that I was resigning as Editor of 
sponsor come 3J December was supposed to have 
been kept very hush-hush until a nice, stuffy, 
formal announcement could be drawn up. 

But like all pathetic little secrets in this super- 
gossipy business it dribbled remorselessly out and 
Ad Age even carried the announcement that Bob 
Grebe was coming over from TvB to succeed me 
before sponsor got around to publishing the item. 

All of which illustrates, I suppose, the hazards of journalism along 
hazardous Mad. Ave. But the incident apparently has left a lot of 
people with a lot of questions (What happened? What's it all about?) 
and with only approximately one tenth of the full story. 

For that reason I want to make this column a kind of Christmas 
letter to dozens of good friends, and to give them, along with warm 
seasons greetings, a full explanation of what I am up to and why. 

First of all, about my relations with sponsor. In the nearly five 
years I've been working with Norm Glenn, I've developed an enor- 
mous respect for his abilities, his courage, and for the unique place 
he has built for this magazine in the world of tv/radio advertising. 

I'm very proud that Norm and I see eye-to-eye on the changes I shall 
be making on 1 January, that we've had no quarrels, no bitterness, no 
blowups, that we're good friends today and will continue to be. 

I'm also happy about Bob Grebe's appointment. I've worked closely 
with Bob on many projects. He has a solid knowledge of the business 
and the kind of executive ability which a hard-pressed editor of a 
weekly publication must have. (Bob, along with his other duties, has 
been responsible for running those impressive TvB meetings.) 

Finally, I shall be continuing this column of Commercial Comcn- 
lary in sponsor in 1963 and am delighted to be doing so. 

So much for the situation here at 555 5th Avenue. 

An exciting intellectual challenge 

My decision to shed my editorial responsibilities was prompted 
solely by my desire to go into business for myself, and to concentrate 
on what has become, for me at any rate, the most exciting, significant 
and intellectually challenging development in our entire business — 
the burgeoning field of broadcast editorializing. 

Let's see if I can explain (and maybe communicate) my enthusi- 
asm about this not-too-well-known subject. 

In the past few years, acting under powerful encouragement and 
pressure from the FCC, an increasing number of tv and radio stations 
have begun to take strong editorial stands on controversial issues. 

My work here at sponsor has given me a unique opportunity to 
watch, study and appraise this movement. 

Hundreds of station editorials have come across my desk. In plan- 
ning articles, stories and columns on the subject, we've dug up all 
kinds of facts and background on editorializing practices and results. 

I've been to dozens of meetings — NAB national and regional, the 
Editorializing Conference in Washington last winter, state broad- 
caster gatherings in such pleasant spots as Southern Pines, Hidden 
Valley, and Jefferson City, where editorializing was discussed. 

Most important of all, I've had a chance to talk at length with 

(Please turn to page 58) 




Bob Vaughn 



Bob is another reason why 
. . . more advertisers are 
investing more dollars on 
WSUN radio than at any 
time in our 35-year history! 

His voice keeps Tampa Bay 
area traffic moving smoothly 
on our Home and Highway 
Show each weekday after- 
noon. Put this authoritative 
voice to work selling your 
product in the Tampa Bay 
Market. 



One of the Nation's Great Stations 




5 KW 620 KC 

TAMPA— ST. PETERSBURG 
Broadcasting 24 hours dally! 

Get all the facts from 
Natl. Rep: VENARD, TORBET & McCONNELL 
S. E. Rep: JAMES S. AYERS 
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look South . . . and you'll see 
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*Dick McMichael 
George Gingell 
Jack Gibney 
Walter Graham 
Doug Wallace 
Walter Cronkite 



WRBL 

Television 

Columbus, Georgia 

TELECASTING FROM THE 
WORLD'S TALLEST TOWER 

"1749 feet above ground" 

J. W. Woodruff, Jr., Pres. and Gen. Manager 

Ridley Bell, Station Manager 

George (Red) Jenkins, Dir. National Sales 



It was in December, 1953. "Evening Edition" 
made its debut. It's been there ever since. 

Against all kinds of competition, the popularity 
of "Evening Edition" has grown. News continues 
at 7:00 P.M., now the "core" of an expanded 
"Evening Edition" starting at 6:30 P.M. with a 
6-man* team. 

A Pulsebeat of the area, sports, a thought pro- 
voking editorial, news, and weather. This is 
today's "Evening Edition." 

With such programming in depth to meet the 
demands of our times, TV-3 has built a "fabulous 
following" in its coverage area of Georgia and 
Alabama. 

It's been a team job all along the line. Our reporter 
on the beat, operations, our salesmen on the street 
and our people on the air . . . they make TV-3. 
They have built our prized "image." 

What does this mean to you? Simply this. You 
can buy TV-3 with full confidence . . . with the 
assurance that your schedule will receive the most 
careful attention in every detail. 




CBS 



NBC 



REPRESENTED BY 

GEORGE P. HOLLINGBERY COMPANY 



18 



SPONSOR/ 17 DECEMBER 1962 



SPONSOR-SCOPE 



17 DECEMBER 1962 / copyright \mz 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



There's trouble brewing for the first time in Esso's tv domain. 

If there's a breach in the uncommonly amicable relations that have existed between the 
account and local broadcasters for 30 years, it'll be due to a set of conditions that Esso, 
acting through McCann-Erickson, has appended to contract renewals for 1963. 

The conditions that have miffed stations, particularly in the larger markets: 

1. Renewals are for six months, instead of a year, something that had become al- 
most traditional with Esso. 

2. Through July, August and September Esso Reporter periods are to be cut 
back from five to three a week. 

3. Stations accepting the six-months renewal must guarantee that the other 
two spots will be restored to Esso come October. 

4. Despite the cutback Esso will be entitled to each station's maximum discount; 
in other words, if the maximum discount covers 260 broadcasts that privilege is Esso's. 

Among major station reactions, as voiced by reps: Esso may not be aware of the 
fact that though participation rates have been steadily going up through the years 
the rate on programs has remained fairly static; hence the company is not in too 
strong a bargaining position, even though its 52-week status is quite desirable. 

Esso's story is that the summer cutback relates strictly to efficiency as compared to the 
rest of the year. Inferred is this: it would be expedient for the stations in the 86 Esso 
or Enco, Reporter markets to tailor the summer rates to the lowered efficiency. 

For McCann-Erickson it's a pretty tight squeeze. Time is of essence. It's got less than 
two weeks, taking in account the holiday ferment and vacation, to rake the renewals in 
these 86 markets. 

The budget for the Reporter runs somewhat over $3 million. 

What may rate as a record number of home impressions for any one market 
within a three-week period is the blitz that Norelco (LaRoche) has mounted for 
New York this month. 

The buy: several hundred ROS spots on the tv networks' three New York flag- 
ships over three weeks; 140 spots a week for two weeks among six New York radio 
stations. Estimated home impressions for the commercials: 70 million. 

A topic of bemusement among Madison Avenue's tv fraternity the past week: 
the marked differences between the ARB and Nielsen national ratings for October. 

The disparity in quite a number of shows runs to 20-25% — a rather unusual spectacle. 

As things stood when this issue went to press J. Walter Thompson had enough 
on the credit side to make it the No. 1 agency for 1962 in gained billings. 

Here's how the migrating of accounts with air media stakes balanced out on the year 
for several agencies, as calculated by SPONSOR-SCOPE: 

AGENCY TOTAL ACCOUNT GAINS TOTAL ACCOUNT LOSSES BALANCE 

J. W. Thompson §18,000,000 $ 2,500,000 +$15,500,000 

Grey 14,000,000 1,500,000 + 12,500,000 

Needham, L. & B. 11,000,000 2,000,000 + 9,000,000 

William Esty 9,000,000 5,000,000 + 4,000,000 

Kenyon & Eckhardt 4,000,000 0 + 4,000,000 

McCann-Erickson 6,000,000 3,500,000 + 2,500,000 

BBDO 2,000,000 29,000,000 - 27,000,000 

Ted Bates 7,000,000 11,000,000 — 4,000,000 
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Salada Tea is returning to spot radio this January via the Hoag & Provandie 
agency of Boston, with a six-week schedule that will run to about 20 spots a week. 

The last time that Salada was in the medium it was involved in a Stan Freberg jingle 
and emerging from that campaign were differences between Freberg and C&W and a 
change of agency. 

General Mill's pet food division has appended a whimsical name to its latest 
dog item, namely Speak, which is being tested via Tatham-Laird in Michigan* 

The same agency handles the other General Mills quadruped victuals, like Sprat t's Pet 
Food, Surechamp dog food and Three Little Kittens cat food. 

A report circulating in the dry cereal field is that Kellogg is about to adopt a 
couple of its air personalities as names for new cereals* 

One is Jethro, who's both half of the fictional team of Homer and Jethro in the corn- 
flakes cereal jingle and the juvenile in Beverly Hillbillies, and the other brand name would 
be Yogi, of Yogi Bear fame. 



Key reps are having second thoughts about the billings prospects of the cur- 
rent month of December* 

The impression gathered last week by SPONSOR-SCOPE is that, even though this is 
a booming quarter, December business may run about 5% behind the 1961 level. 

A tipoff: more accounts are asking for hiatuses or relief than did last year* 



SPONSOR'S year-end report (24 December) will credit the top 50 agencies in 
air media with collective tv-radio billings for 1962 of $1,795,800,000, which is 
8.7% better than the tally attributed to them for 1961. 

In the tv area, the 1962 figure breaks down as $1,019,300,000 going for network time 
and talent (7*9% above 1961) and $553,500,000 for national spot (an increase of 
10*6%). 

The report will also disclose these as the top 10 air agencies. 





AGENCY 


AIR BILLINGS 


TOTAL BILLINGS 


1. 


J. Walter Thompson 


$155 million 


$295 million (domestic) 


2. 


Ted Bates 


116 million 


140 miUion 


3. 


Young & Rubicam 


105 million 


223.4 million 


4. 


BBDO 


100 million 


250 million 


5. 


Leo Burnett 


98.5 million 


144.4 million 


6. 


Benton & Bowles 


83 million 


111 million 


7. 


William Esty 


76 million 


95 million 


8. 


Dancer-Fitzgerald-Sample 


75 million 


107 million 


9. 


Compton 


72 million 


102 million 


10. 


McCann-Erickson 


67 million 


166 million (domestic) 



For a constantly used household product P&G's Mr. Clean has reached the 
ultimate in media exposure. 

The brand is virtually out of all spot tv markets. In other words, the detergent is 
throwing its lot exclusively with the networks. 



One of Chicago's spot tv bulwarks, Wrigley gum (Meyerhoff), is doing a re- 
evaluation of its markets as a preliminary to issuing renewals in the spring. 

How extensively this will effect the lesser markets is problematical. 
The shuffle may even come after the advertiser's Christmas hiatus, which this time 
has been limited to two weeks, in contrast to the four weeks it took last year. 
(For more developments in the spot area see SPOT-SCOPE, page 75.) 
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NBC TV sales planning sees a silver lining for its own pursuit in the various 
nighttime schedule changes that CBS TV is about to put into effect. 

These extracted bits of comforts. 

The Nurses: If this series failed to make it with Perry Mason as the lead-in, how 
can it expect to cut up the rating patches with Twilight Zone as the preceeding event and 
with the Andy Williams Show, which is slowly improving its outlook, as opposition? 

Twilight Zone: It's got the twin disadvantages of opposition from such leaders as Dr. 
Kildare and Hazel, and "lack of inherent audience strength." (TvQ is cited on the latter.) 

Alfred Hitchcock: The replacement is inheriting Fair Exchange's limited clearance 
of 128 stations; didn't do well in old spot (Thursday 10-11) ; the combination of Price is 
Right and Jack Paar makes good counter programing to challenge the time's lead- 
ership. 

Tlie tv networks may he interested to know that some of the important tv 
agencies are beginning to look askance at the relatively smaller audiences being de- 
livered by the Friday night schedules. 

They think there's a trend here that calls for special analysis, particularly in light of 
the program switching being done by two of the networks. 



CBS TV continues to tinker with its daytime schedule: the latest change, tak- 
ing effect 31 December, is the exchange periods between To Tell the Truth and The 
Millionaire. 

The network's explanation for the flip: Millionaire will be closer to the soaps and 
Truth will be more neighborly to the game shows. In other words, it's good old-fash- 
ioned book programing. 

Side effect: the afternoon news strip moves from 3:55 to 3:25. 

You could deduce from the way CBS TV is offering to sell its daytime news 
strips that there's a scarcity of advertisers with a yen for a news franchise. 

The network last week advised agencies that clients may now buy the Harry Reas- 
oner and Doug Edwards newscasts in any amount of units they eleel, with no min- 
imums like 13 or 26 weeks. 

The price per unit, time and talent: Reasoner, $7,270 and Edwards, $8,000. How- 
ever, CBS TV, hopeful a franchise buyer may still be attracted, has posted this 260-time 
price: Reasoner, $4,945; Edwards, $5,040. 



Goodyear (Y&R) has come back in the tv network picture with a next year 
buy of half of three gold tournaments on NBC TV. 

They're the Palm Springs Classic; the Las Vegas Tournament of Champions 
and the U. S. National Open. Package cost for the trio: $325,000. 

ABC TV evidently figures its got enough golf going the first half of 1963 without taking 
on again the Bing Crosby Tournament. It may wind up on CBS TV. The rights figure is 
$50,000. 

NBC TV is showing signs of nervousness over the failure of the Merv Griffin 
show, the highest cost strip on the network, to reach even a 4 rating. 

The commitment runs for 26 weeks and the decision to continue or otherwise isn't 
far off. 

The conundrum: does the strip need a crash line of promotion or is its formu- 
la in need of radical doctoring? 
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CBS TV's embarrassment of riches in the way of nighttime ratings superiority 
this season took another hike with the Nielsen November II report. 

As the network had it calculated, it led in average ratings every night of the week, 
had 17 of the top 20 shows, and emerged with this breakdown in terms of total shows. 

NETWORK OVER 20 RATING 15-19.9 RATING UNDER 15 RATING 

ABC TV 3 16 14 

I CBS TV 21 7 8 

NBC TV 4 11 13 

TOTAL 28 34 35 



There may be a moral for the sellers of air media in the fact that Life and 
the Saturday Evening Post have cut out their merchandising inducements to ad- 
vertisers. 

Apparently they've come to the conclusion the payout on this is too skimpy in terms 
of luring new business. 

The magazines' withdrawal will recall that at one time NBC was quite lavish 
in the scope of its merchandising operations. When the expense of the merchandising 
setup reached about $500,000 a year the network decided the thing was running away from 
possible recompense and cut it out altogether. 

The percentage of national spot radio revenue as allocated to size of market 
was virtually the same last year as it was in 1960. 

And the very slight change that did prevail for 1961 was among the first 30 markets. 

Following is a SPONSOR-SCOPE breakdown of the FCC's reported revenue for national- 
regional spot in 10-market batches: 

MARKET CLUSTER 1961 TOTAL (%) H 

First 10 $ 80,272,000 (41%) 

First 20 102,799,000 (52%) 

First 30 177,868,000 (59%) 

First 40 129,001,000 (65%) 

First 50 137,502,000 (70%) 

Note: The national spot radio total for 1961 was $197,352,000; for 1960, the tally 
was $202*1 million, which represents a drop of 1*3% for 1961. For details of FCC 
1961 report see 10 December SPONSOR WEEK. 



1960 TOTAL (%) 
$ 82,851,000 (41%) 
106,043,000 (52%) 
121,836,000 (60%) 
133,384,000 (66%) 
141,891,000 (70%) 



Freelance tv producers may not know it but they've got a good prospective 
market in stations who are looking for regional specials that might be sold for 
sponsorship. 

The idea such questing stations have in mind: team up with other stations within a 
region to buy the specials on a package deal and sell them to regional advertisers on a 
full or co -sponsorship basis, or as participations. 

Center of this interest is the middle west. 

Some stations are talking about taking over the special outright and doing the 
selling themselves. Which would, by the way, put them in competition with Westing- 
house, Storer, Corinthian, KTTV, L.A., and a few others. 

Y&R can expect virtually all reps to go along with its new form for submit- 
ting availabilities but there's one thing it won't find reps generally rushing to do. 

And that is ordering up a load of the Y&R forms from their printers. 

What it seems they are planning to do depends entirely on the supply furnished by 
Y&R until they're sure other agencies don't get into the act with their own special 
forms. 
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For too many companies, the line between profit and loss is eggshell-thin. Tightening costs 
toughen the squeeze. One way to ease it: cut the wasteful cost of inefficient advertising. A good 
advertisement can perform two, five, even ten times better than a poor one. That's the difference 
between advertisements. That's the difference between advertising agencies. And for the ad- 
vertiser, it can be the difference between profit and loss. YOUNG & RUBICAM, Advertising 
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The U.S. Marines to the rescue 




Many a child who gets a new 
toy has the leathernecks 
to thank for it. With a big 
assist from the ABC Owned 
Television Stations. 

Los Angeles' KABC-TV, for 
instance, puts on a 
stupendous "Toys for Tots 
Show"— now in its fourth 
year— in co-operation with 
the U.S. Marine Corps. 
This two-hour spectacular 
spearheads the annual 
drive to provide new toys 
at Christmas for 
underprivileged children. 

The price of admission to 
this KABC-TV show-which 
is staged in the famous Los 
Angeles Sports Arena— is 
one new, unwrapped toy 
per person. 

In return, the audience gets 
brilliant entertainment.The 
performers are top stars. 
There are circus clowns and 
elephants. 

This community effort, led 
by KABC-TV, is always an 
extraordinary success. So is 



WXYZ-TV's "Toys for Tots 
Jamboree" in Detroit, which 
is held every year during 
Septemberat the Edgewater 
Amusement Park. Every 
ride is free toanyWXYZ-TV 
viewerwhodeposits a new toy 
at the Park's front entrance. 

This year, WXYZ-TV points 
with pride to the total of 
23,999 toys which it was 
able to hand over for 
distribution bythe U.S. 
Marine Corps. 

Such charitable projects 
provide the kind of 
opportunity for service 
which all five ABC Owned 
Television Stations are 
determined not to miss. 

To all five stations, 
optimum useof theirairtime 
is the tremendous challenge. 
In partnership with the 
communities they serve, 
they meet itwith enthusiasm 
and imagination. 

All five, in fact, are very 
much alive. 



ABC OWNED TELEVISION STATIONS New York's WABC-TV/ Chicago's WBKB / San Francisco's KGO-TV / Detroit's WXYZ-TV / Los Angeles' KABC-TV 



Why Monkey with the Metro... 



The CHARLOTTE TV 
MARKET is First 
in the Southeast 
with 595,600 Homes* 




vnar lOiIt? 




Citv Limits 



■ 



Compere 

these S£ 
Markets I 




J 



CHARLOTTE 
595.600 



Fables have persisted for years about mow to judge a 
market's size by the Standard Metropolitan Area concept. 

Savvy Monkeys see no metro, hear no metro, speak no 
metro — because they know that it's the total *fV Homes delivered 
that counts! 

Speaking of delivering, WBTV reached 43 A more TV 
Homes than Charlotte Station "B M .** 





Atlanta 

56t6i 




Miami 
556.600 







Louisville 
409,900 



i 

Norfolk' 
Portsmouth 
309,000 " 



"Television Magazine-1962 
**NCS '61*Nightty 



CHANNEL 3 CHARLOTTE / jefferson standard broadcasting company 



Represented Nationally by Television Advertising ^T^rJ Representatives, Inc. 
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The 10 best agency-net negotiators 



Networkers select "most hep" agency men 
Many received training at the networks 
High level figures are men of real action 
View clients' problems in the overall 



Who are the top agency admen 
honored and respected for their 
wisdom and quick, unobstructed 
thinking in dealing with the net- 
works? sponsor last week conduct- 
ed an informal poll among net- 
work executives to find the top 10 
agency network negotiators with 
the "most hep" approach. 

The 1 0 agency men most fre- 
quently mentioned by the network 
executives speak with authority, it 



appears, and in virtually all in- 
stances the\ can make a decision 
on their own at mi) point. As one 
network leader put it after mulling 
over the 10 names: "You tell 'em 
they have 25 minutes to get back 
to you with a decision . . . and thev 
are back in 22." It is clear as ;i 
nasal spray commercial that these 
are the men in command at all 
times. These are the men, in the 
judgment of commercial broadcast- 



ers, who have the ability and the 
craft to know what thev want and 
to move quickly to get it. 

Said another network executive 
in discussing the 10 men whose 
names appear in this roundup: 
"You s;n to these men: 'J have such 
and such a program . . . it'll cost 
such and such . . . and if it's what 

the\ want the\ '11 tell you vou've 

t / it* 

got an order!* " 

The.se are the men of real action, 
according to those who were inter- 
Viewed last week, who juggle mil- ' 
lions and millions of dollars and 
have the rare ability and judgment 
to do it. Moreover, these men see 
their clients' problems in the over- 
all, but above all, these gins are 
fighters — and believers — in what 
thev bur. 
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Agency men who are 
masters of an art: 
negotiation with nets 
on programs, rates 




PHILIP H. COHEN 

SSC&B 



Here are the 10 most mentioned: 

A Showbiz pro. Dan Seymour, 
who became a member of the vast 
J. Walter Thompson enterprise as 
a v.p. and director of the radio/tv 
department in 1955 and was elected 
to the board of directors three years 
later, has more than two decades of 
experience in broadcasting. He oc- 
cupies a \ital position in an agency 
which this year racked up new 
highs in radio/tv total billing, esti- 
mated at SI 33 million. Seymour 
went to JWT from Young & Rubi- 
cam where he had served as a 
member of the plans board and v.p. 
in charge of radio/tv. Seymour, 
like many of his counterparts at 
top agencies, stems from broadcast- 
ing, lie began as an announcer, 
moved on to master of ceremonies, 
then writer and ultimately produc- 
er. At Thompson, he has been the 
brains behind such tv hits as Perrv 
Como, Tennessee Ernie and Ed Snl- 




DAN SEYMOUR 

J. Walter Thompson 



RICHARD A. R. PINKHAM 

Ted Bates 




SYLVESTER L. WEAVER, JR. 

McCann-Erickson 



HERMINIQ TRAVIESAS 

BBDO 



livan productions. Seymour has 
been described by knowledgeable 
observers as "probably the high 
priest among agen cy p r ogra m i n g 
fellows" and the man who influ- 
ences the spending of more tv dol- 
lars than anyone else in a similar 
role. Some $97 million of the agen- 
cy's billings are in network tv. 

Said one network top executive: 
"This man Seymour is a genuine 
showbiz pro. With the awareness 
of what makes for good program- 
ing, he also knows how big business 
operates. In other words, Seymour 
also has full comprehension of what 
big business is all about." This is 
but a small portion of the huge 
broadcasting canvas that Seymour 
is called upon to fill. "He fills it 
like a man wearing a Sulka neck- 
tie," said an admiring network ex- 
ecutive, 

Best in the business. "The best 

in the business," is the way sea- 



soned network executives describe 
Richard A. R. Pinkham, senior v.p. 
in charge of broadcast operations 
and a director of Ted Rates 8c Co. 
His name is always linked with net- 
work rate structures, program con- 
tent, ratings, and client demand. 
Recurring phrases about Pinkham 
run like this: "A fast thinker." "Ag- 
gressive." One hears that he's been 
offered the top programing assign- 
ments at the networks, but that he 
prefers an agency. Ted Rates' com- 
bined tv/ radio billing is around 
§110 million. More than $60 mil- 
lion goes into network tv. Like 
Thomas McAvity, who heads up 
programing at JWT, Pinkham is a 
former Pat Weaver man at NBC, 
and it was in this capacity that 
Pinkham learned the intricacies of 
broadcasting. 

Pinkham joined NBC TV in 
1951 as manager of network plan- 
ning, a position fashioned especial- 
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CHARLES CARROLL BARRY 

Young & Rubicam 



SAM H. NORTHCROSS 

William listy 



LEE M. RICH 

Benton Z" liowlfs 



NICHOLAS E. KEESELY 

Lennen & Xeu'elt 





LEWIS TITTERTON 

Compton 



Network executives 
single out elements 
that make these men 
tops in their field 



ly for him. Subsequently he was 
executive producer of the Today 
show, the Howe show and the To- 
night show. Upped to v.p. in charge 
of NBC TV network programs, 
Pinkham moved to Bates in 1959. 

The agency then moved into net- 
work tv programing, whereas previ- 
ously it had been dedicated, largely, 
to spot business. 

Gibraltar in broadcasting. All 

who are concerned with network 
broadcasting concur that Hermfnio 
Traviesas is "a Gibraltai in the 
broadcasting industry." "Travie," 
as he is known in the industry, is 
vice-president and manager of the 
tv/ radio department of BBDO, the 
third of the top 50 ad agencies in 
broadcast billings. 

"Travie" is a veteran of the 
broadcast field having been with 
NBC, and subsequently with CBS 
as network tv sales service man- 
ager. He joined BBDO in 1950 and 



since then has been active on mam 
accounts. For a number of years 
he was in charge of the agency's 
Lucky Strike radio and tv activities. 

He has a razor-sharp mind and a 
thorough understanding of broad- 
casting. "He's a creative guy but 
not a wild man," said a down-to- 
earth broadcaster who has fol- 
lowed his rise, "lie's a professional 
practitioner of the business," said 
another. "He is a big credit to the 
agency. In fact, he's an enormous 
credit to the whole advertising pro- 
fession." 

Runs huge, efficient shop. The 

man who runs the huge, efficient 
l v/ radio department of Young & 
Rubicam is Charles Carroll "Bud" 
Ban v. His full title is seniot vice 
president and director. Like Pink- 
ham, Traviesa.s, and Seymour, he's 
a veteran of showbusiness, notably 
the broadcasting end, and as observ- 
ers in the field point out, this is a 



man who knows every angle, every 
wrinkle, even facet of the business. 

Bam thrives in the midst of all 
excitement, a carryover from the 
da\s when he served as network an- 
nouncer to FDR, as a program ex- 
ecutive at ABC, and as and pro- 
gram manager of NBC TV. More- 
over, he gleaned other aspects of 
showbiz as a program executhe at 
the William Morris Agenc\ and as 
vice pi evident in charge of MCM- 
TV. Said a broadcaster who has 
clone much business with Barry: 
"This is a gruff, crisp, sardonic gent 
who sees the total picture clearly 
and keeps it in focus." "This fel- 
low," as another observer said, 
"knows it all — from vesten ear's 
carbon mike to tomorrow's market- 
ing saga of color tv." 

Peck's bad boy. A friend and 
warm critic of Lee M. Rich, senior 
vice president in charge of media 
{Please turn to page 71) 
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Tv stiffens starch competition 



Spray starch field booming with activity 
New products fight it out on television 
Jockey for position in 50-brand market 



The prcj ;ind the predator nre 
almost u ik I is t i ngi i i sh a b 1 e in the 
vast and verdant jungle of spray 
starches. The recognized king is 
now Ho) le-Midway's Easy-On, but 
a rising number of competitors are 
fighting on television in an effort 
to dethrone it. 

Unheard of until 1959, the spray 
idea in starches has revitalized the 
dying starch industry to such an 
extent that now, only three years 
later, there n re about 60 aerosol 
starch cans on the market, and the 



number is growing at a prolific rate. 

Tv fight. The battleground is cer- 
tainly television, with leading 
brands spending nearly 100% of 
their ad budgets in the medium. 
With the present state of confusion, 
industry leaders contend that those 
who can afford the most tv coverage 
will have the best chance of sur- 
vival. Seasonal media plans for 
starches are out the window, for tv 
buys today arc as heavy or heavier 
than last summer when crisp cot- 
tons were in style. 



The sales figure is rising so fast, 
industry spokesmen are reluctant 
to give current estimates. However, 
figures published by Soap and 
Chemical Specialties show 25 mil- 
lion cans of spray starch were pur- 
chased by American housewives in 
1 961 , pushing spray starch into 
third place among household aero- 
sol products, and making it the 
most competitive non-food item in 
the grocery field. 

The present volatile stage is char- 
acterized by many nnpublicizecl 
deaths of infant products, along 
with the rapid rise of others. One 
example is Shnhon's Melodie spray 
starch, designed to be the second 
successful Shulton starch aerosol, 
backing up Glis. Melodie was test 
marketed in New York and New 
England, but was killed this month 






Spray starch spending on tv is already ahead of last year 



1961 (Full year) 



1962 (9 Months) 





SPOT* 


NETWORK** 


TOTAL 


SPOT 


NETWORK 


TOTAL 


SHULTON 

GLIS S.S. 


$292,110 


$ .... 


$292,110 


$307,990 


$ .... 


$307,990 


AMERICAN HOME PRODUCTS 

EASY-ON S.S. 


58,730 


1,132,641 


1,191,371 


54,130 


650,592 


704,722 


ANHEUSER-BUSCH, INC. 

COTTON MAIO S.S. 


• • • • 


• • 


• • • • 


7,620 


• • • ■ 


7,620 


BARCOLENE 

JET S.S. 


23,320 


• • • • 


23,320 


42,540 


• • • • 


42,540 


CORN PRODUCTS 

NIAGARA S.S. 


344,240 


367,181 


711,421 


• 

• • • • 


908,694 


908,694 


FAULTLESS STARCH CO. 

FAULTLESS S.S. 


382,180 


• * • * 


382,180 


558,850 


• • • • 


558,850 


LESTOIL PRODUCTS, INC. 

INSTANT SS. 


110,590 




110,590 


146,340 


552,844 


699,184 


SIMONIZ CO. 

REDOI-STARCH 


235,260 


852,276 


1,087,536 


26,410 


280,469 


306,879 


A. E. STALEY 

STALEY STA FLO 


38,740 


197,414 


236,154 


7,460 


30,852 


38,312 



•Source TCB RorabaiiKh, ••Sonne; TvB/IA'A BAR. 
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after a half-year trial. Spray starches 
being tested now, stub as Pillnbury's 
Tidy House and General Foods' 
Satina, may find ii rough 10 secure 
a foothold in the field. Roth are 
using tv heavily. Satina is test- 
marketing in five cities, including 
Providence, Portland, and Grand 
Rapids with total ad expenditures 
reportedly in tv. The word is "no 
comment" on how the starch is 
doing. 

Who's winning? Observers be- 
lieve that the field is reaching its 
peak of competition now. Conserva- 
tive estimates are that there are 
about 10 national and over 50 re- 
gional brands out. With this vast 
number of aerosols being marketed 
to housewives, the great amount of 
inone\ to compete effectively on 
tv, and the radical price slashing 
10 increase sales, there are certain 
to be a lot of casualties. Many feel 
that the consumers are going to 
start picking their winners and 
force out a good portion of the 
numbers appearing now. 

The big three in the field are re- 
ported to be Easy-On, A. K. Staley's 
Sta-Flo, and Corn Products* Niag- 
ara, in that order. Easy-On is far 
out, with a 20 to 25% share of the 
market, Staley's product holds al- 
most 15 to 20%, and recently-in- 
troduced Niagara gainers 15%. Ni- 
agara is said to have made a big hit 
on entry, but fallen off in recent 
months. 

Sinioni/ Reddi-Starch has also 
been a top national competitor, but 
again, observers tell sponsor that 
it's wounded in the fight, 

Lestoil is trying hard to hold its 
near 10% share of market. 

Barcelone's Jet spray starch, one 
of the first on the market, reported- 
ly started out small, grew big na- 
tionally, and has now dropped to a 
back seat position. 

"This is probably the most vola- 
tile business in the grocery field," 
said one businessman. "A lot of big 
guys are moving in and it may be 
two )ears before it settles down." 

Importance to tv. The rapid rise 
of spray starch as an important 
product is another example of how 
competitive new product categories 
— in this case a new packaging in- 
novation for a new product — con- 






The big three still on shaky ground 

Ahead in the increasing spra\ starch competition are 
Bovle-Mid\va\\s Kasv-Ou, A. K. Staley's Sta-Flo, and 
Corn Products' Xiagaia. Others fight for position 




The big advertising push is on convenience 

Convenience and smooth ironing are the iwo points emphasized in commercials. 
The case of making a touch-up is shown bv Faultless. Product is strong in South 
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Glis spray starch commercial for 62-'63 season in the making 

Tv is the industry battleground, and those with the best and the most in that medium are coming out on top. Above is a 
recent spot filming of Glis, product of Aerosol Corp. of America, subsidiary of Shulton. Glis is strong in the Northeast 



tribtite to the lucrative rise of tv 
billings. 

And as the product is good to tv, 
so is U to the product. Almost 
exclusively the result of heavy tv 
schedules, industry men admit, 
there has been an increased aware- 
ness of laundry starch strong 
enough to overcome those not-too- 
long ago mueh-publicuecl claims, 
"You don't need starch, housewives, 
lust let 'em dry and iron." 

Spray starch as a tv client is fol- 
lowing much the same rising pat- 
terns as have cake mixes, and hair 
sprays. 

Alreach the field gnes tv's crea- 
tive men a challenge. Original ap- 
proaches for this product seem as 
hard to come up with as for much- 
achcrtised soap products. The 
brands, the packaging, and the 



usage of starch sprays are much 
alike, and so are the commercial 
appeals. Convenience and ironing 
ease are pushed in hard-sell spots of 
most starch clients. 

Cotton-Maid, a southern regional 
starch, and a new and challenging 
member of the field, has produced 
one of the more original commer- 
cials. Both 60 seconds and 20 sec- 
onds in length, the commercials 
personify a poor wrinkle who 
doesn't stand a chance. 

Prior to the advent of starch 
sprays, the starch business was los- 
ing its fashion as fast as a parasol. 
Women considered starch to be old- 
fashioned, useful only before the 
invention of drip-dry and non-iron 
fabrics. "We've been trying to de- 
stroy that old-fashioned stiff-look 
image, and show that starch has a 



place in the modern home," said 
one company official. The spray it- 
self has given starch a modern im- 
age: starching is incredibly easier, 
and often rejuvenates clothes when 
some of the wash and wear fabrics 
become wash, iron, and wear. At 
any rate, housewives often find that 
a "touch-up" at the ironing board 
helps to enhance the article's ap- 
pearance. 

Liquids and solids. The dry and 

liquid starches are more than casu- 
ally interested in the success of 
sprays, although neither has a 
right to be jealous. Dry starches, on 
a steady downward trend, are still 
going clown, but ironically, the 
liquid market has stopped its down- 
ward movement, and perhaps even 
reversed it. This is attributed to the 
rising interest in starches in gen- 
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eral, due to the massive amount of 
tv advertising, and also to the con- 
siderably lower cost of liquids — the 
new spray starches sometimes cost 
10 times as much. Aerosol starch is 
definitely a luxury item, and there- 
fore may never replace the useful, 
though less convenient, liquid and 
dry starches. 

The spray starch industry now 
hovers around the $25 million mark 
in retail sales and some think it 
will make $40 million by the end 
of 1963. Drys and liquids combined 
have been falling, and over the 
past five years have averaged about 
$37 million, according to Food 
Topics publication. 

The rapid three-year rise of 
sprays shows up sharply against the 
well-established field of liquid and 
dry starches, which, in some cases 
have been in business close to a 
century. In I960 only \% of the 
American women used spray starch. 
Now 35% of American households 
use some brand of spray starch, a 
Macy-owned newspaper claims. 

Price war. Being a luxury item, 
no spray starch can advertise itself 
as inexpensive, but tv commercials 
often bark "much more economical 
than other brands" or "20 to 30 
cents less than other aerosol 
starches." The price ranges vary 
from 29 cents to 79 cents a can, 
with average pricing 59 cents to 63 
cents. During the summer, dis- 
counts on many brands forced 
Easy-On, the leader in the field, to 
offer a defensive discount of 15 
cents, making the product price 4 \ 
cents in actuality. The starch exec- 
utives say the new brand wave has 
had its major effect on prices, and 
not on sales. "If the price is forced 
down any lower," one agency ac- 
count man commented, "it just 
can't be a profitable business any- 
more." 

Glis, a starch spray product of 
Aerosol Corp. of America, a sub- 
sidiary of Shulton, is a good ex- 
ample. Before Shulton took over 
the corporation and Glis with it, 
the aerosol was selling for 79 cents. 
This summer the company was 
forced to cut to 69 cents, and by 
fall to 59 cents. Lestoil has an- 

(Please turn to page 72) 



ANA on managing creativity 



Workshop hears advertisers, agencies on topic 
All sides of creativity are put in spotlight 



The management side of creative 
advertising was the topic of ANA 
workshops held last week at the 
Hotel Pla/a in New York City. 

Client problems were taken up 
by Wilson A. Shehon, Compton 
v.p. ol creative services, who sug- 
gested how an advertiser can stimu- 
late maximum creative effectiveness 
from his agency. 

Shelton listed frequently men- 
tioned [actors which some agency 
men use to explain why some adver- 
tisers get better creative work than 
others at the same agency. Among 
them were more agency manage- 
ment attention, better people work- 
ing within creative groups, and 
brand problems which are more fun 
to work on. 

He also listed some results of a 
client survey: better products, bet- 
ter research department, high stand- 
ards of creativitv but little inter- 
ference with agency creativity. 

Max Han/ha f, advertising, pro- 
motion, and public relations diree- 




tor of Arnistiong Cork, spoke on 
how to stimulate and direct effec- 
tive creativity. 

He made nine suggestions to man- 
agers: attention to new ideas, searc h 
For positi\e values in new ideas, en- 
couragement of people with new 
ideas, restraint on criticism of new 
ideas which are not completely 
worked out, keeping originators of 
ideas on their projects, careful eval- 
uation ol new ideas, specific crit- 
icism of shortcomings, use of team- 
work when needed, and the singling 
out ol people who return with the 
best ideas. 

i>an/haf also outlined programs 
to improve creative climate, and 
indicated how requests for new 
ideas might be made. 

lien Wells, sales and advertising 
v.p, of Seven-Up, discussed coordi- 
nation of the creative efforts of all 
marketing elements within the com- 
pany. } le insisted that creath ity 
without marketing coordination is 
not likeh to increase sales. ^ 




ANA workshop on "Managing Creative Advertising" 

Wilson A. Shelton (1), Compton executive v.p. of creative services, and Max Bun/- 
haf (r), Armstrong Cork advertising director, were among those who addressed the 
ANA session in New York lasi week. Others included Ben Wells, Seven-Up ad v.p. 
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Goodwill is the only sponsor here 



Volunteers, donations support Bedside Network 

Activities are expanding every month 

But the audience is the same: VA war vets 




VA hospital patients enjoy own "sing-along" 

Mary Bechtel, a secretary in NBC TV's business affairs dept., is one of 100 adver- 
tising, broadcasting volunteers who cheer hospitalized veis. Here she leads singing 



This week (18 December), 1,000 
agency executives, broadcasters, 
and friends will attend the Christ- 
mas party of the International Ra- 
dio and Television Society in the 
Grand Ballroom of the Hotel 
Roosevelt in New York. They will 
each pay $15 for luncheon and to 
swing to such entertainment pros 
as Count Basie, Mitch Miller, and 
Johnny Carson. They will have 
f u n . But even more im portan t, 
half ol the net proceeds of this par- 
ty will be contributed by their or- 
ganization to the support of a net- 
work. Not ABC, CBS, NBC, Mu- 
tual, or the flock of other so-called 
networks, btit to one that has never 
been, nor will be, on the air — the 
Bedside Network. 

Now in its 14th year, the Bedside 
Network does bear similarities to 
the others, however. It provides 
entertainment, both live and re- 
corded. And it has an audience. 
Neither Nielsen nor ARB measures 
this audience, but it numbers over 
197,342 people, all patients in more 
than 115 hospitals of the Veterans 
Administration, throughout U. S. 

What it does. The network's 
star! is unpaid (except executive 
office personnel) and numbers 400 
professional advertising people, 
actors, writers, directors, engineers, 
and network executives, all working 
under the wing of the Veterans 
Hospital Radio and Television 
Guild, the network's parent "com- 
pany." 

These professionals visit VA hos- 
pitals regularly, providing enter- 
tainment of a broad range: record- 
ed music, group singing, group dis- 
cussions. Patients are encouraged to 
participate, and the network even 
carries along tape recorders to take 
clown the patient's voice, or record 
other entertainment, and play it 
back. Even the equipment is do- 
nated to the network, which oper- 
ates on a tight little budget of $25,- 
000 a year. 

The organization gets a lot of 
mileage out of its money. Volun- 
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Volunteers on way to hospital to entertain 

Leaving headquarters in N. Y. to entertain \ets are (l-r): Arthur Wagner, Kleinert 
promo, dir.: Man Beclnel. NBC bus. n flail s dept.; Kli/abeth Penned, CHS stafT 
writer: Kae Wat Son, NBC an depi,: Richard Schneider, NHC protlucer-direrior. 
Volu nicer drivers are needed for irnnsporiaiion as well as eniertainmeni, talent 



tecrs do anything and everything 
the) can, from directing perform- 
ances in locked mental wards to 
typing scripts, raising money. 

Audience participation is more 
important to the Bedside Network 
than it is to, let's say, NBC. For 
the entertainment fan or is some- 
times dubbed "music therapy." 
Patients arc encouraged to produce 
and perform in all-patient shows, 
taped lor broadcast over the hospi- 
tals' closed-circuit systems. 

4 

Exploring new services. Lateh 

the participation concept has been 
expanded to the new geriatrics par- 
ticipation program, which draws 
elderly veterans logcthcr to com- 
municate with one another, relate 
past expericiK cs, and comment on 
the day's happenings. 

The Bedside work has expanded, 
too, into participating in the rec- 
reational therapy program of the 
Oiu-Patients Clinic of New York's 
VA headquarters. Such a program 
helps veterans with readjustment 
problems, aiding the men in com- 
municating with one another, cas- 
ing them into renewed responsi- 
bilities. 

Last year the network struck on 
an idea to encourage hospitals to 
record their own productions: a 
national contest to select the best 
patient-produced shows. This \ear 
it was judged by some big show- 
biz names: Arthur Godfrey, actor 
Jason Robards, Jr., and actress 
Margaret Hamilton. 
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Expansion brings needs. As the 

work of the Bedside Network ex- 
pands, so, naturally, do its needs. 
A fund-raising campaign is now 
under way, guided by board mem- 
bers Bennett Korn, president of 
Metropolitan B r oa (h ast i n g Tv; 
George Graham, Jr., v. p., NBC En- 
terprises; Stephen G. Riddlebcrger, 
president of ABC o&o stations; 
John Moler, president and general 
manager, WHN, New York; and 
Willard Schrocder, general man- 
ager, WOOD-TV, Grand Rapids. 
But moncv is not the only need. 

4 4 

Needed, too, are contributions of 
equipment (tape recorders, tape, 
mikes, sound effects and music rec- 
ords, radio and iv show s( ri pis) 
and services of volunteers (pianists, 
music progranicrs, actresses, direc- 
tors, writers, and drivers) . 

What the Bedside Network 
seems to have plenty of is the ac- 
tive interest of an astonishing mini- 
ber of high-level executives in the 
broadcast, advertising, and enter- 
tainment worlds. On its three 
boards, in addition to the men 
named above, sit these men: Stan- 
ley Adams, president of ASCAP; 
Howard Bell, vice president for in- 
dustry affairs, NAB: Donald F. 
Conawav, national executive secre- 
tary, AFTRA; Carl HaVerlin, pres- 
ident of Broadcast Music Inc.; Ar- 
thur Hull Hayes, president, CBS 
Radio: columnist and tv star Ed 
Sullivan: Claude Barrere, executive 




Executive and patients hear playback 

Singing and reading by patients is 
ofien taped foi amusement and learn- 
ing. George Graham, [r., (() \.p., NBC 
Kmei prises, listens with V \ pa lieu is 




Music selected, equipment checked 

Bedside Network's sound circus and 
equipment are donated. L-r: Terry 
Ross, AUG sound eflec is, Schneider 
(NBC), and Miss IVnnell (CBS) 




Board maps network's "programs" 

Bedside's hoard of directors (l-r): 
Sieve Riddleben»cr. pres. ABC Radio 
oRros: Thame En»le. NBC I V ads . 
and promo.: Ale\ Kramer. >on» uaiiei 
and Bedside pres.: John Moler. pres.. 
sen. mgr.. W11N. New Yoik; Bennett 

CI o 

Korn, pres., Metropolitan B'tasiing 1\ 

„,„„,„ ,RT.S: „ „,n, C,„,„, ! 

manager, RFC), San Francisco; and 
B. B. Randolph, manager of Al- 
coa's radio and television depart- 
ment. ^ 
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NIELSEN 




U.S. RADIO 

TELEVISION 




by state and county 
as of September 1962 

PART I 



The following data have been compiled by 
A, C. Nielsen Co. as "practical estimates' of 
the size and location of the total U. S. televi- 
sion and radio audiences by states and counties, 
as of September 1962. 

TOTAL HOMES are estimated by Sales Manage- 
ment, used by special permission. They are 
based on growth rates applied by that publica- 
tion to their own 1 January 1962 counts. They 
are the base against which new television and 
radio ownership percentages have been applied. 

TELEVISION OWNERSHIP PERCENTS are Nielsen 
estimates based on U. S. Census percent levels 
as of April 1960, updated to reflect conversion 
of non-television homes to television owners 
as revealed by television penetration growth 
rates from successive ARF-Census sampling 
studies during this period. 

RADIO OWNERSHIP PERCENTS are as obtained 
in the I960 Census and adjusted by a factor, 
derived from the Census Bureau's resurvey ap- 
praisal study of radio ownership, to reflect 
inclusion of sets out of order. 

TELEVISION HOMES AND RADIO HOMES have 
been derived by applying the percent owner- 
ship estimates, county by county, to the Sales 
Management estimates of total homes. 

These individual county estimates are based 
primarily on the 1960 Census, updated for just 
over two years of growth. They constitute the 
base of television homes and radio homes used 
by A. C. Nielsen Co. for use in estimating au- 
dience counts for all Nielsen services, national 
and local. 

The figures are available to broadcast users 
in handy booklet form at $5 per booklet. 

In this issue, data for Alabama through Mis- 
souri are reprinted. The remainder of the fig- 
ures will appear in the next issue. 
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TELEVISION OWNERSHIP BY GEOGRAPHIC AREA 



TOTAL 
HOMES 



TELEVISION 
HOMES % 



RADIO 
HOMES % 





IUI AL 


TELEVISION 








HOMES 


nUMt j 


0/ 

70 


HOMES 


% 


TOTAL U. S. 


55,092,400 


50,003,300 


91 


51,897,790 


94 


CONTINENTAL U. S. 


54,867,900 


49,816,610 


91 


51,685,850 


94 


NORTH EAST 


13,906,000 


13,094,610 


94 


13,371,740 


96 


riiAi Akin 

NEW ENGLANO 


3,209,800 


3,024,730 


94 


A ft n A n a ft 

3,083,940 


A A 

96 


Connecticut 


792 800 


748,450 


94 


765 800 


97 


Maine 


285,200 


264,190 


n ft 

93 


264,410 


93 


Massachusetts 


1,571,100 


1 jinr n Aft 

1,485,820 


95 


1,517,190 


97 


New Hampshire 


185,500 


1 T ft nft 

172,680 


93 


175,960 


95 


Rhode Island 


263,300 


251,590 


96 


254,150 


97 


Vermont 


111,900 


102,000 


91 


1 ft/? /ion 

106,430 


95 


MIOOLE ATLANTIC 


i ft Ct\c onn 

lQ,b9o,200 


10,069,880 


94 


1ft on 1 on/i 

10,291,800 


n n 

96 


New Jersey 


1,896,600 


1,823,950 


96 


1,824,160 


96 


New York 


5,381,900 


5,031,350 


93 


5,192,480 


96 


Pennsylvania 


3,417,700 


3,214,580 


94 


3,275,160 


96 


NORTH CENTRAL 


15,892,300 


1 Jl TftO ftftft 

14,708,990 


Ail 

93 


15,147,910 


95 \ 


EAST NORTH CENTRAL 


11 125 100 


10,392,580 


93 


10 598 530 


95 


Illinois 


3,178,000 


2,947,640 


93 


3,026,810 


95 


Indiana 


1,443,900 


1,334,860 


92 


1,338,030 


93 


Michigan 


2,336,500 


A Ann n n 

2,200,050 


94 


2,234,650 


96 


Ohio 


2,982,000 


A nrt ft ji j* A^ 

2,803,440 


94 


2,849,100 


96 


Wisconsin 


1,184,700 


1 1 ft ft fftft 

1,106,590 


93 


1,149,930 


97 


WEST NORTH CENTRAL 


4,767,200 


4 316 410 


91 


A f j* ft Ann 

4,549,380 


■ 

A ^ 

95 


Iowa 


853,700 


784,840 


92 


n A A ^ A n 

822,100 


96 


Kansas 


692 700 


623,040 


90 


656 260 


95 


Minnesota 


1,019,900 


9?? 410 




984,930 


97 § 


Missouri 


1,387,000 


1,255,910 


91 


* A n ^* AAA 

1,305,620 


94 


Nebraska 


441 100 


399,970 


91 


421 980 


96 


North Dakota 


175 100 


156,360 


89 


168 530 


9G 


South Dakota 


197 700 


173,880 


88 


189 960 

1U«< , %/uu 


96 I 

JU Z 


SOUTH 


16,086,500 


l ft n ^ n j* f* ft 

13,848,450 


A A 

86 


14,653,750 


91 j 


ftflilTII ATI il LITI/t 

SOUTH ATLANTIC 


-7 a r* m r\r\ 

7,626,400 


6 667 380 


87 


ft ft ft ft 1 ft ft 

6,933,120 


91 


Delaware 


138,600 


129 100 


93 


l n a j* A A 

132,430 


A A 

96 


Oist. of Columbia 


A f\ 1 r\ft 

249,100 


220 130 


88 


ft ft ft A 1 ft 

232,410 


93 


Florida 


1 Tin 1 ftft 

1,719,100 


1,507,110 


88 


1 r j n inn 

1,548,700 


n A 

90 


Georgia 

UvUI LIU 


1 110 200 


942,420 


85 


1 013 260 


91 


Maryland 


918,200 


mA ^* ^ A 

872,560 


95 


881,420 


96 


North Carolina 


1,238,500 


1,057,560 


85 


1,102,390 


89 


South Carolina 


621,400 


fin A ft ft 

518,460 


83 


550,430 


89 


Virginia 


1,118,400 


f\ T ft f\An 

972,920 


87 


1,004,440 


90 


West Virginia 


512,900 


447 120 


87 


467,640 


91 I 


EAST SOUTH CENTRAL 


3,357,900 


ft T T ft j* T ft 

2,773,470 


ft A 

83 


3,064,450 


91 ] 


Alabama 


901,300 


744,230 


ft A 

83 


823,130 


91 


Kentucky 


860,600 


— 1 A A ^ « A 

722,380 


84 


793,440 


92 


Mississippi 


570,300 


j An ft Tft 

428,370 


75 


508,430 


89 


Tennessee 


1,025,700 


878 490 


86 


939,450 


92 I 


WEST SOUTH CENTRAL 


5,102,200 


4 4D7 finn 


86 


4,656,180 


91 I 


Arkansas 


517,700 


418,070 


81 


ft A A n ft 

462,880 


ftft 

89 


1 nuisiana 

LUU I3lullu 


<H4 700 


802,690 


86 


843 340 


90 


Oklahoma 


741 400 


652,620 


88 


676 340 


91 


Texas 


2 908 400 


2,534,220 


87 


2 673 620 


92 


WEST 


8,983,100 


n "l ft j f" ft ft 

8,164,560 


91 


8,508,450 


95 ^ 


ii AiniTi i Li 

MOUNTAIN 


^ r\ftT onn 

2,097,300 


1 831 590 


87 


1 nOA TTft 

1,980,770 


94 


Arizona 


403,200 


350 610 

O %/U, Ul V/ 


87 


no t*Tft 

372,570 


n 0 

92 


Colorado 


f r* t ft ft ft 

557,000 


493,090 


89 


534,220 


96 


Idaho 

1 UU II u 


198 900 


178,820 


90 


191 060 


96 


Montana 


208,400 


174,640 


ft A 

84 


199,340 


96 


Nevada 


101,300 


89,030 


88 


94,040 


93 


New Mexico 


271,200 


a A n ft ft 

226,340 


ft A 

83 


250,100 


92 


Utah 


255,400 


234,330 


92 


242,210 


95 


Wyoming 


101,900 


84,730 


83 


97,230 


95 \ 


PACIFIC 


6,885,800 


6,332,970 


92 


6,527,680 


95 1 


California 


5,377,300 


4,969,090 


92 


5,083,500 


95 


Oregon 


577,800 


514,160 


89 


553,530 


96 


Washington 


930,700 


849,720 


91 


890,650 


96 



Alaska 
Hawaii 



64,000 
160,500 



48,140 75 
138,550 86 



59,830 93 
152,110 95 



RADIO AND TELEVISION OWNERSHIP BY NIELSEN 
MEDIA RESEARCH TERRITORIES, COUNTY 
SIZE AND TIME ZONES 





TOTAL 


TELEVIS 


ION 


RADIO 




HOMES 


HOMES 


HOMES 




(000) 


000) 


% 


(000) 


% 


TOTAL U. S. 


54,870 


49,800 


91 


51,690 


94 


TTDD ITRD V 

1 tKKI 1 UKT 












Northeast 


1 a oftn 

14,290 


13,430 


94 


13,730 


96 


tdsi Ucnirai 


y,uou 


8,380 


92 


8,570 


95 


West Central 


10,170 


9,290 


91 


9,720 


96 


South 


13,510 


11,510 


85 


12,240 


91 


Pacific 


7,840 


7,190 


92 


7,430 


95 


• COUNTY SIZE* 












A 


21,670 


20,310 


94 


20,720 


96 


B 


14,320 


13,220 


92 


13,460 


94 


I c 


10,630 


9,450 


89 


9,900 


93 


0 


8,250 


6,820 


83 


7,610 


92 


1 TIME ZONE 












Eastern 


28,390 


26,120 


92 


26,820 


94 


Central 


17,250 


15,300 


89 


16,130 


94 


Mountain 


2,180 


1,900 


87 


2,060 


95 


| Pacific 


7,050 


6,480 


92 


6,680 


9f 



*County size definitions. A : All counties belonging to the 25 largest 
metropolitan areas. B; Counties over 120,000 population that are not in 
Class A plus counties that are a part of the metropolitan area of cities 
in such B counties. C: Counties not Included under A or B having over 
32,000 population plus counties that are a part of the metropolitan area 
of cities in such C counties. D: All remaining counties. 



ALABAMA 

COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 


% 


Autauga 


4,800 


3,930 


82 


4,270 


89 


Baldwin 


13,600 


11,850 


87 


11,480 


84 


Barbour 


6,200 


4,100 


66 


5,310 


86 


Bibb 


3,500 


2,660 


76 


3,160 


90 


Blount 


6,800 


5,600 


82 


6,300 


93 


Bullock 


3,300 


2,030 


61 


2,880 


87 


Butler 


6,200 


4,510 


73 


5,420 


87 


Calhoun 


27,000 


23,510 


87 


25,000 


93 


Chambers 


10,500 


8,370 


80 


9,480 


90 


Cherokee 


4,300 


3,470 


81 


3,850 


90 


Chilton 


7,100 


5,390 


76 


6,320 


89 


Choctaw 


4,200 


2,590 


62 


3,620 


86 


Clarke 


6,600 


4,350 


66 


5,880 


89 


Clay 


3,400 


2,670 


78 


3,090 


91 


Cleburne 


2,900 


2,230 




2,480 


86 


Coffee 


8,400 


6,640 


79 


7,430 


89 


Colbert 


13,400 


10,660 


80 


12,490 


93 


Conecuh 


4,300 


2,850 


66 


3,790 


88 


Coosa 


2,700 


2,030 


75 


2,480 


92 


Covington 


10,000 


7,840 


78 


9,000 


90 


Crenshaw 


3,800 


2,820 


74 


3,270 


86 


Cullman 


12,400 


10,990 


89 


11,540 


93 


Oale 


8,700 


7,250 


83 


7,660 


88 


Oallas 


14,600 


10,700 


73 


13,270 


91 


Oe Kalb 


11,600 


9,540 


82 


10,610 


92 


Elmore 


8,000 


6,280 


79 


7,000 


88 


Escambia 


8,900 


6,830 


77 


7,820 


88 


Etowah 


27,700 


24,580 


89 


25,540 


92 


Fayette 


4,500 


3,490 


78 


4,160 


92 


Franklin 


6,000 


4,520 


75 


5,540 


92 
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WTEV 



NEW BEDFORD, MASS. 




Sewing tk Qmt&t 
^Pftoi/irfence a/tea... 

Announces lb audime- 
capteng ftne-up o$ "jiftston" 
syndicated p/tog/tamwing to 
be seen Ikkoaqkoai the 

beginning J>anua/uj I. 




T~l 




MR. STEADFAST 




Television, Inc. 
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ADYENTUEES IN PAEADISE 


FIRST RUN OFF THE NETWORK 


BILLY BANG-BANG 


FIRST RUN IN THE MARKET 


CAIN'S 100 


FIRST RUN OFF THE NETWORK 


CHECKMATE 


FIRST RUN OFF THE NETWORK 


DECEMBER BEIDE 


FIRST RUN OFF THE NETWORK 


DETECTIYES (HALF HOUB) 


FIRST RUN IN THE MARKET 


DETECTIYES (HOUE) 


FIRST RUN OFF THE NETWORK 


DIVORCE COUET 


FIRST RUN IN THE MARKET 


ED ALLEN TIME 


FIRST RUN IN THE MARKET 


HONG KONG 


FIRST RUN OFF THE NETWORK 


MICKEY MOUSE CLUB 


FIRST RUN OFF THE NETWORK 


OUTLAWS 


FIRST RUN OFF THE NETWORK 


PHIL SILYEES SHOW 


FIRST RUN IN THE MARKET 


SHIELEY TEMPLE 


FIRST RUN IN THE MARKET 


SUEESIDE SIX 


FIRST RUN IN THE MARKET 


EOAEING 20'S 


FIRST RUN IN THE MARKET 


TAB GET: THE COEEUPTOES 


FIRST RUN OFF THE NETWORK 


THEILLEE 


FIRST RUN OFF THE NETWORK 



Plus other proven syndicated favorites including: AMOS 'N' ANDY, LIFE OF RILEY, ANNIE OAKLEY, RANGE 
RIDER, BROKEN ARROW, ABBOTT & COSTELLO, TERRYTOONS, WHIRLYBIRDS and HOPALONG CASSIDY. 
And first-run feature films, including SHOW CORPORATION and SEVEN ARTS packages. 



For maximum sales results in Providence-New Bedford-Fall River, your best buy is WTEV, Channel 6. 
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31) 



ALABA MA/ corn in ned 





TOTAL 


TELEVISION 


RADIO 




A 1 1 hi T" \J 

COUNTY 


HUM fca 


HOMES 


% 


UAUCC 

nu rvi c j 


"0 


Geneva 


6,000 


a r- on 

4,680 


78 


5,540 


92 


Greene 


3,200 


1 560 


49 

r W 


2,680 


84 


Hale 


4,600 


2,680 


58 


o din 

o,yiu 


03 


Henrv 


3 700 


2,800 


76 


3,300 


89 


Houston 


14.700 


12,710 


86 


13,080 


89 


Jackson 


9,700 


7,750 


80 


8,760 


90 


Jefferson 


187,500 


168 410 


90 

W w 


175,690 


94 


Lamar 


A n nn 

4,000 


3,070 


77 


0,o4U 


Q 1 


Lauderdale 


17,900 


13,850 


77 


17,040 


95 


Lawrence 


6,200 


4,530 


73 


5,500 


89 


Lee 


12,900 


in *> n rt 

10,300 


80 


11,580 


90 


Limestone 


9,700 


7 500 


77 


9,000 


93 


Lowndes 


o inn 

3,300 


1,770 


54 


o ion 


GO 
OJ 


Macon 


5,900 


4,180 


71 


5,100 


86 


Madison 


34,700 


28,780 


83 


32,480 


94 


Marengo 


6,700 


4,160 


62 


5,910 


88 


Marion 


5,900 


4 780 


81 


5,500 


93 


Marshall 


13,900 


11,640 


84 


i o ocn 




Mobile 

w » ■ mum ■ w %mt 


88,500 


79,030 


89 


80,000 


90 


Monroe 


5,300 


3,290 


62 


4,810 


91 


Montgomery 


48,500 


a i o ji n 

41,340 


o c 

85 


45,010 


93 


Morgan 


17,800 


14 860 


84 


16,540 


93 


Perry 


a n nn 

4,000 


2,230 


56 


O A a n 

o,440 


QC 
OD 


Pickens 


5,500 


3,640 


66 


4,990 


91 


Pike 


6,700 

w J I W w 


4,810 


72 


5,940 


89 


Randolph 


5,400 


a n n n 

4,000 


74 


4,780 


89 


Russell 


12,200 


9 730 

W J / V 7 w 


80 


10,860 


89 


St. Clair 


6,/0(J 


5,470 


82 


o,ybU 


OQ 
03 


Shelby 


8,600 


7,400 


86 


7,770 


90 


Sumter 

W V III % W 1 ■ 


4,600 


2,860 


62 


4,010 


87 


Talladega 


17,100 


1/11 nn 

14,100 


82 


15,770 


92 


Tallapoosa 


9,800 


7 790 


80 


8,800 


90 


Tuscaloosa 


oo "7nn 


23,770 


83 


oc con 


3J 


Walker 


14,500 

' J w 7 w W 7 


12,650 


87 


13,140 


91 


Washington 


3,600 


2,520 


70 


3,130 


87 


Wilrnv 

It 1 llf U A 


4 flflfl 
t,uuu 


2,110 


53 


? 4nn 


85 


Winston 


3,900 


o,ZUU 




3,620 


93 


STATE TOTAL 


901,300 


7/1/1 OQfl 
/ 44 ,Z OU 




823,130 




ALASKA 












1st Judicial Div. 


10,800 


6,050 


56 


10,200 


94 


2nd Judicial Div. 


2,700 


790 


29 


2,090 


78 


•Jl U JUUIbldl UIV< 


Qnn 

OH, JUU 


29,090 


83 


w l fin 

00,1 ou 




4th Judicial Div. 


15,600 


12,210 


78 


14,380 


92 


STATE TOTAL 


64,000 


AO 1 /in 

48,140 




59,830 




ARIZONA 












Apache 


6,000 


2,610 


43 


4,760 


79 


Cochise 


17,200 


14 270 


83 


15,910 


93 


Coconino 


ii on n 

11,800 


7,360 


62 


i n o i n 

10,810 


92 


Gila 


7,400 


5,770 


78 


6,870 


93 


Graham 


3,800 


2,790 


73 


3,550 


93 


Greenlee 


3,000 


*1 C Oft 

2,520 


n A 

84 


2,880 


96 


Maricopa 


213,000 


194 900 


92 


198,730 


93 


mo nave 


o cnn 
2,oUU 


1,880 


75 


o o/i n 

2,240 


O ft 

89 


Navajo 


9,300 


5,090 


55 


7,630 


82 


Pima 


86,000 


78,560 


91 


80,240 


93 


Pinal 


17,000 


14,470 


85 


14,820 


87 


Santa Cruz 


3,100 


2,330 


75 


2,770 


90 


i a vapa i 




7,190 


73 


Q 97n 
J,Z/ u 


QA 


Yuma 


13,200 


10,870 


82 


12,090 


92 


STATE TOTAL 


403,200 


350,610 




372,570 




ARKANSAS 












Arkansas 


6,900 


f- AAA 

5,890 


85 


6,090 


88 


Ashley 


6,600 


c n cn 

5,050 


77 


5,740 


87 


Baxter 


3,200 


2,350 


73 


3,010 


94 


Benton 


11,900 


9,420 


79 


11,160 


94 


Boone 


5,300 


4,080 


77 


4,990 


94 



COUNTY 



TOTAL 
HOMES 



TELEVISION 
HOMES % 



RADIO 
HOMES 



Bradley 

Calhoun 

Carroll 

Chicot 

Clark 

Clay 

Cleburne 
Cleveland 
Columbia 
Conway 

Craighead 

Crawford 

Crittenden 

Cross 

Oallas 

Desha 

Drew 

Faulkner 

Franklin 

Fulton 

Garland 
Grant 
Greene 
Hempstead 
Hot Springs 

Howard 

Independence 

Izard 

Jackson 

Jefferson 

Johnson 
Lafayette 
Lawrence 
Lee 

Lincoln 

Little River 

Logan 

Lonoke 

Madison 

Marion 

Miller 

Mississippi 

Monroe 

Montgomery 

Nevada 

Newton 

Ouachita 

Perry 

Phillips 

Pike 

Poinsett 

Polk 

Pope 

Prairie 

Pulaski 

Randolph 
St. Francis 
Saline 
Scott 
Searcy 

Sebastian 

Sevier 

Sharp 

Stone 

Union 

Van Buren 
Washington 



4,000 
1,600 
3,800 
5,100 
5,900 

6,100 
2,600 
1,900 
7,700 
4,300 

13,500 
6,400 

12,100 
4,900 
2,900 

5,300 
4,000 
7,000 
3,100 
1,900 

16,500 
2,400 
7,300 
5,700 
6,500 

3,300 
6,000 
1,900 
6,200 
23,500 

3,700 
3,100 
4,900 
5,000 
3,200 

2,600 
4,400 
6,500 
2,700 
1,800 

9,600 
18,000 
4,500 
1,600 
3,000 

I, 600 
9,200 
1,400 

II, 700 
2,200 

7,500 
3,800 
6,300 
2,900 
74,900 

3,500 
8,100 
7,800 
2,000 
2,300 

22,500 
3,000 
1,700 
1,800 

15,000 

2,200 
17,700 



3,050 
1,230 
2,960 
3,290 
4,690 

4,800 
2,030 
1,330 
5,870 
3,450 

11,930 
4,880 
9,460 
3,880 
2,270 

3,930 
2,830 
5,740 
2,370 
1,030 

13,800 
1,940 
6,070 
4,370 
5,270 

2,680 
4,710 
1,100 
4,880 
19,600 

2,720 
2,490 
3,660 
3,300 
2,310 

1,870 
3,410 
5,600 
1,610 
1,410 

8,160 
15,100 
3,010 
1,170 
2,170 

900 
7,220 
1,180 
8,380 
1,680 

6,370 
2,710 
5,100 
2,260 
.67,320 



76 
77 
78 
64 
79 

79 
78 
70 
76 
80 

88 
76 
78 
79 
78 

74 
71 
82 
76 
54 

84 
81 
83 
77 
81 

81 
79 
58 
79 
83 

74 
80 
75 
66 
72 

72 
78 
86 
60 
78 

85 
84 
67 
73 
72 

56 
79 
84 
72 
77 

85 
71 
81 
78 
90 



2,520 72 

6,110 75 

6,970 89 

1,460 73 

1,570 68 



20,040 89 

2,460 82 

970 57 

1,210 67 

12,520 83 

1,720 78 

13,810 78 



3,340 
1,360 
3,660 
4,360 
5,190 

5,490 
2,240 
1,570 
7,000 
4,000 



8' 
8! 
9E 
8E 
8£ 



9G 
86 
83 
91 
93 



12,340 91 

5,880 92 

9,750 81 

4,230 8 

2,490 86 



4,680 
3,500 
6,290 
2,810 
1,840 

14,750 
2,000 
6,800 
5,120 
5,890 

3,080 
5,540 
1,690 
5,580 
20,730 

3,390 
2,650 
4,530 
4,200 
2,670 

2,210 
4,040 
5,620 
2,530 
1,650 

8,430 
14,780 
3,830 
1,410 
2,570 

1,460 
8,210 
1,310 
9,820 
1,930 



88 
88 
90 
91 
97 

89 
83 
93 
90 
91 

93 
92 
89 
90 
88 

92 
85 
92 
84 
83 

85 
92 
86 
94 
92 

88 
82 
85 
88 
86 

91 
89 
94 
84 
88 



6,560 88 

3,550 93 

5,860 93 

2,620 90 

68,080 91 



3,290 
6,920 
7,020 
1,780 
1,980 



94 
85 
90 
89 
86 



21,020 93 

2,650 88 

1,570 92 

1,570 87 

13,440 90 

2,030 92 

16,430 93 



40 
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TOTAL 


TELEVISION 


RADIO 






TOTAL 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


White 


9,600 


/,yyu 


00 


8,760 


n-t 

91 


Arapahoe 


35,000 


QQ 1 7n 
00, 1 /u 


3D 


33,920 


97 


Woodruff 


3,500 


2 540 


73 


3,030 


87 


Archuleta 


700 


460 


65 


630 


90 


Yell 


O Cftft 

3,600 


2 840 


79 


O oAA 

3,290 


00 
32 


Baca 


1,900 


990 

\J 


52 


1 oon 
1,830 


96 


STATE TOTAL 


517,700 


418 07D 




a pi oon 

462,880 




Bent 

will 


1 900 


1,580 


83 


1 810 








96 


l/ALIrUK(MIA 












Boulder 


24,000 


21,330 


89 


23,210 


97 


Alameda 


306.700 


283,670 


92 


293,820 


96 


Chaffee 


2,700 


0 1 in 
2,130 


79 


2,560 


95 


Alpine 
Amador 


100 


70 


70 


90 


90 


Cheyenne 


800 


lion 


79 


790 


99 


3,100 


2,680 


86 


2,920 


94 


Clear Creek 


1,000 


840 


84 


960 


96 


Butte 


30,200 


26,810 


89 


28,480 


94 


Coneios 


1 900 

X p v W W 


1,390 


73 


1 740 


92 


Calaveras 


3,500 


o,UjU 


fl7 


3,320 


95 


Costilla 


900 


450 


50 


820 


9t 


fnliKa 


3 900 


3,380 


87 


3 510 


90 


Crowley 


1,100 


a r\ a 

980 


89 


1,040 


94 


Contra Costa 


125,800 


119,350 


95 


121,400 


97 


Custer 


400 


onn 
oUU 


7j1 


390 


97 


Del Norte 


5,800 


4,730 


82 


5,220 


90 


Delta 


5,000 


a nzin 


81 
0 1 


4,750 


95 


Eldorado 


11,100 


10,170 


92 


10,180 


92 


Denver 

V V 1 1 f 6 1 


169 800 

l\JJf Uvv 


149,460 


88 




96 


Fresno 


113,100 


1 no n/in 

1UZ.940 


n 1 

91 


105,520 


93 


Dolores 


600 


310 


52 


580 


97 


Glenn 

U ■ V III! 


5,400 


4,850 


90 


5,170 


96 


Douglas 


1,500 


1,430 


96 


1,480 


99 


Humboldt 


34,100 


30,670 


90 


31,920 


94 


Eagle 


1,300 




73 
/ 0 


1,190 


92 


Imperial 


19,200 


15,730 


82 


17,860 


93 


Elbert 


1,200 


QQn 




1,160 


97 


Inyo 


4,100 


2,870 


70 


3,610 


88 


PI Pacn 




43,700 


93 


4s ifin 

4J,1 UU 


Q6 


Kern 


90,300 


82,690 


no 

92 


83,620 


93 


Fremont 


6 300 


5,140 


82 


^ 9^0 


95 


Kings 


14,500 


12,820 


88 


13,380 


92 


Garfield 


3,900 


2,990 


77 


3,730 


96 


Lake 


5,500 


4,360 


T A 

79 


5,110 


93 


Gilpin 


300 


9 en 


00 


280 


94 


Lassen 


4,000 


3,300 


0 0 
83 


3,720 


93 


Grand 


1,100 


77n 
/ /u 


7n 


1,000 


91 


Los Angeles 
Madera 


2,149,100 
12,000 


2,010,480 

1 A "7ftft 

10,700 


A J 

94 

OA 

89 


2,035,200 
10,880 


95 
91 


n linn Icnn 
U Ullll loUII 

Mine H qI 0 


1, JUU 

inn 

1UU 


1,030 
100 


69 
100 


1 A7n 

1 ,Hf U 

inn 

1UU 


Qfl 

jo 

1 nn 


Marin 


49,100 


45,410 


92 


47,680 


97 


Huerfano 


2,200 


1,600 


73 


2,040 


93 


Mariposa 


1,800 


1 /I OA 

1,420 


79 


1,720 


96 


Jackson 


500 


^ On 

4o0 




480 


95 


Mendocino 


15,900 


12,760 


80 


14,900 


94 


Jefferson 


42,100 


4U.Z9U 


96 


41,090 


9S 


Merced 
Modoc 


27,200 
2,500 


O /I Clft 

Z4,b/U 

O AO A 

2,020 


91 
81 


24,480 
2,350 


90 

94 [ 


KinU/3 
AIU Wd 

Kit Parcnn 


7nn 
? nnn 


500 
1,430 


72 
71 


KQn 

D3U 

i QAn 


jO 


Mono 


r\ in its 

800 


490 


62 


690 


86 


Lake 


2,000 


1,560 


78 


1,750 


87 


Monterey 


57,100 


51,840 


n-f 

91 


54,190 


95 


1 La Plata 


5,900 


4,bbU 


"TO 

/a 


5,590 


95 


Napa 


20,200 


IO A O A 

18,4ZU 


91 


19,190 


95 


Larimer 


17,400 


1 c 7on 


on 


16,900 


97 


Nevada 


7,400 


C /I /I A 

b,440 


87 


6,840 


92 


1 ac flnimac 
Lao nil lllido 

1 tnrnln 

L II IL< will 


s snn 

J, JUU 

i 7nn 


3,800 
1,420 


69 
84 


n/in 
1 C7n 

1,0/ u 


0.9* 


Orange 


243,300 


000 pin 
Z3o,67Q 


ne 
96 


231,620 


95 1 


Placer 


18,500 


16,840 


91 


17,150 


93 j 


Logan 


6,200 


^ ??n 


84 


6,080 


98 


Plumas 


3,800 


O 1 OA 

3,130 


00 


3,270 


86 


Mesa 


* nn 

16,400 


1 A A Af\ 

14,440 


88 


15,920 


97 


Riverside 


107,700 


m ooa 

9/, 880 


n 1 

91 


100,050 


93 


Mineral 


200 


1 on 


58 


190 


93 


Sacramento 
San Benito 


166,900 
4,700 


ICC OTA 

lbb.o/U 

A 1 1 A 

4,110 


94 

87 


157,050 
4,290 


94 

9 1 ■ 


M nff at 

hi u 11 a x. 


? ^nn 


1,580 


69 


9 isjn 




MnntP7nma 

III UN ICt-Ullld 


& ^nn 


3,390 


79 


a l ^n 


nc 
3D 


San Bernardino 


167,800 


155,150 


92 


157,230 


94 ] 


Montrose 


5,600 


4,630 


83 


5,290 


94 


San Diego 


343,500 


OOA AAA 

320,900 


n 0 

93 


323,920 


94 


Morgan 


6,500 


c nnn 

6,000 


no 

92 


6,400 


98 


San Francisco 


289,000 


O A A OCA 

244,350 


85 


270,220 


94 


Otero 


7,000 


b,960 


85 


6,690 


96 


San Joaquin 
San Luis Obispo 


78,500 
27,800 


^ A C OA 

70,530 

O/l OTft 

24,870 


nn 

90 

on 
89 


73,010 
26,220 


93 
94 


fturav 

wul uj 

Park 

fain 


^nn 

JUU 

f;nn 

DUU 


350 
480 


71 

80 


/ion 
Ron 


Q7 

yo 


San Mateo 


150,100 


143,750 


96 


145,450 


97 


Phillips 


1,500 


1,370 


91 


1,490 


99 


Santa Barbara 


60,600 


54,840 


91 


57,020 


94 


Pitkin 


800 


A cn 

460 


CO 

58 


690 


86 


Santa Clara 


214,000 


OAA ACA 

200,950 


n/1 

94 


205,010 


96 


Prowers 


3,900 


Z,b9U 


f n 
69 


3,790 


97 


Santa Cruz 
Shasta 


32,500 
20,300 


OA 1 AA 

29,190 
18,700 


nn 

90 

no 

92 


31,010 
19,260 


95 
95 


P up h I n 

f lib U 1 U 

Rin Rlanrn 
niu uidiiuu 


34 inn 

OH, 1UU 

1 ^nn 

1 , JUU 


31,720 
1,230 


93 

82 


00 onn 

1 /i^n 


yo 


Sierra 


800 


630 


79 


680 


85 ! 


Rio Grande 


3,000 


2,190 


73 


2,840 


95 


Siskiyou 


11,100 


9,160 


n 0 

83 


10,390 


94 


Routt 


1,600 


1 n /in 
1,040 


65 


1,560 


98 


Solano 


40,500 


OO O A A 

38,340 


95 


38,350 


95 


Saguache 


1,100 


t /tn 

740 


68 


960 


87 


Sonoma 
Stanislaus 


50,800 
50,100 


45,470 

/i/t oon 
44,o8U 


nn 

90 
89 


48,460 
46,490 


95 

93 


^an luan 
wan man 

Can Miffuel 

VUI 1 HHKUbl 


?nn 

cuu 

900 


170 
620 


86 
69 


200 10D 
850 94 


Sutter 


10,600 


9,770 


92 


9,970 


94 


Sedgwick 


1,300 


1,110 


86 


1,230 


95 


Tehama 


8.500 


^ OTA 

7,870 


no 

93 


8,080 


95 


Summit 


600 


/ion 
4oU 


On 
80 


510 


85 


Trinity 


3,500 


2,790 


80 


3,290 


94 


Teller 


900 


Oftft 

oOO 


on 

89 


870 


97 


■ulare 
Tuolumne 


50,100 
5,100 


45,050 
4,340 


nn 

90 
85 


46,290 
4,830 


92 
95 


Wachinfftnn 

If doll lllgLUII 
If CI u 


? nnn 

£,UUU 

?i finn 


1,560 
19,880 


78 
92 


1,960 
20,580 


98 
95 


Centura 

Ynln 
I OIO 


61,300 


57,850 


94 


57,740 


94 


Yuma 


2,800 


2,230 


80 


2,770 


99 


o 1 onn 
L l,oUU 


19,740 


91 


oa oon 




CTftTC TflTAI 
O 1 H 1 L 1 U 1 HL 


93 / , UUU 


493,090 




534,220 




If ii n q 
T UUd 


i n Kfin 

lU.OUU 


9,680 


91 


y,oou 
















CTATF TflTAI 


c 077 onn 

3,0 1 /,oUU 


4,969,090 




c n°.°. f»nn 




PniUIUPPTIPIIT 
vUliliCU 1 lull 1 

Fairfield 


207 200 


198,000 


96 


200,780 


97 


COLORADO 












Hartford 


218,800 


205,980 


94 


211,580 


97 


Idams 


35,100 


33,800 


96 


33,730 


96 ! 


Litchfield 


38,300 


35,680 


93 


36,610 


96 


Uamosa 


2,700 


2,060 


76 


2,590 


96 


Middlesex 


27,000 


25,180 


93 


26,080 


97 
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CONNECTICUT I continued 



COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES <? 0 


RADIO 
HOMES 


% 


New Haven 


207,600 


196,970 


95 


200,330 


97 


New London 


52,900 


48,620 


92 


51,050 


9/ 


Tolland 

I Ulloll u 


19,500 


loJZU 




19,010 


98 


Windham 


21,500 


TOO OO 

19,900 


93 


20,360 


95 ; 


STATE TOTAL 


792,800 


T AO A Cn 

748,450 




765,800 




DELAWARE 








19,040 


■- 

93 


Kent 


20,500 


18,630 


91 


Npw Castle 


95,100 


on can 


3 J 


91,490 


96 


Sussex 


23,000 


1 Q 7Qfl 

iy,/yu 


00 


21,900 


95 j 


STATE TOTAL 


138,600 


129,100 




132,430 




DISTRICT OF COLUMBIA 






232,410 


93 1 


niet nf Pnlnmhia 


249 100 


220,130 


OO 
00 


STATE TOTAL 


249,100 


OO n i 1 o 

220,130 




232,410 




FLORIDA 








18,960 


91 


Alachua 


A n A f*k A 

20,900 


16 150 

X f X w V 


77 


Baker 


1,700 


1,420 


84 


1,510 


89 


Bay 


ft A nnn 

20,000 


17,620 


88 


18 920 


95 


Rrsrif cirri 
DldUl Of U 


3 500 


2,870 


82 


3,050 


87 


Brevard 


40,000 


35,290 


88 


36,600 


92 | 


Broward 


i a i i oO 

124,100 


115 290 


93 


i 1 o /* O 

113,680 


92 


Calhoun 


2,000 


1,320 


66 


1 A /* O 

1,860 


A A 

93 


Charlotte 


5,300 


4,390 


83 




91 


Pitrnc 
Ul 11 lib 


3 400 


2,610 


77 


2,740 


81 


Clay 


5,800 


4,920 


85 


5,300 


91 | 


Collier 


5,500 


4,170 


76 


4,550 


83 


Columbia 


r inn 

5,700 


4,430 


78 


r* i o 

5,180 


91 


Dade 


Air Ooo 

345,000 


309,640 


90 


313 610 


91 


np Cntn 


3 200 


2,520 


79 


2,750 


86 


Dixie 


1,300 


750 


58 


1,160 


89 I 


Duval 


i aa o o o 

139,000 


125,570 


90 


4 An a *l A 

126,910 


ft 4 

91 


Escambia 


51,300 


46,420 


90 


M A A.O ^\ 

46,320 


A n 

90 


Flagler 


i vinn 

1,4UU 


1,110 


80 


1 240 


89 


rranKiin 


2 100 


1,440 


69 


1,770 


85 


Gadsden 


9,100 


6,650 


73 


7,830 


86 - 


Gilchrist 


A A O 

800 


620 


77 


670 


84 


Glades 


800 


530 


66 


720 


A n 

90 


Gulf 


3,000 


2,240 


75 


2 630 


88 


Mom iltnn 


2 000 


1,310 


65 


1,720 


86 


Hardee 


3,700 


3,110 


84 


2,960 


80 ] 


Hendry 


A i— A A 

2,500 


1 740 

if/ IV 


70 


2,100 


A M 

84 


Hernando 


A, A 

3,800 


3,070 


81 


3,230 


A C 

85 


Highlands 


7,600 


6,080 


80 


fi 47D 


85 


IJillchnrniifjrh 

n ii i bu ui uugu 


134 400 


119,230 


89 


120,420 


90 


Holmes 


2,800 


1,760 


63 


2,560 


92 | 


Indian River 


a A A A 

9,300 


7 450 


80 


8,750 


A ■ 

94 


Jackson 


OO 

9,800 


6,880 


70 


8,750 


89 


Jefferson 


2,500 


1,660 


66 


i.,wl u 


80 


Ldi aye uc 


800 


490 


61 


670 


84 


Lake 


20,100 


17,580 


87 


17,870 


89 { 


Lee 


20,100 


17 210 


86 


4 A A 4 A 

18,910 


A Ji 

94 


Leon 


20,700 


17,190 


83 


4 A A ■ A 

18,940 


A A 

92 


Levy 


3,100 


1,960 


63 




87 

u / 


Liberty 


900 


630 


70 


760 


85 


Madison 


3,800 


2,280 


60 


3,440 


91 j 


Manatee 


27,700 


24 610 


89 


25,040 


90 


Marion 


16,300 


12,590 


77 


14,800 


91 


Martin 


6,400 


5,370 


84 


S 7Qfl 




Monroe 


14,800 


10,650 


72 


13,700 


93 


Nassau 


4,900 


4,230 


86 


4,470 


91 


Okaloosa 


18,500 


16 420 


89 


17,450 


94 


Okeechobee 


2,000 


1,680 


84 


1,630 


81 


Orange 


91,100 


82,120 


90 


77 ?sn 


QK 
O J 


Osceola 


7,500 


6,170 


82 


6,680 


89 


Palm Beach 


85,300 


74,160 


87 


75,830 


89 j 


Pasco 


13,600 


11,600 


85 


11,780 


87 ! 





TOTAL 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


Pinellas 


161,800 


145,750 


90 


147,080 


91 


Polk 


63,600 


55,920 


88 


55,780 


88 


Putnam 


10,100 


8,470 


84 


8,940 


89 


St. Johns 


9,500 


8,050 


85 


8,540 


90 


St. Lucie 


13,800 


1 1 Aon 


OJ 


12,560 


91 


Santa Rosa 


8,300 


7,340 


88 


7,500 


90 1 


Sarasota 


31,500 


27,430 


87 


28,600 


91 


Seminole 


17,800 


15,720 


88 


15,820 


89 


Sumter 


3,500 


2,720 


78 


2,850 


81 


Suwannee 


4,100 


9 7Kn 




3,690 


90 


Taylor 


3,900 


2,700 


69 


3,260 


84 


Union 


1,100 


840 


77 


930 


84 


Volusia 


50,000 


43,910 


88 


45,350 


91 


Wakulla 


1,500 


1,210 


81 


1,220 


81 


Walton 


4,500 


3,360 


75 


4,170 


93 


Washington 


3,200 


2,310 


72 


2,960 


93 


STATE TOTAL 


1,719,100 


1,507,110 




1,548,700 





GEORGIA 

Appling 

Atkinson 

Bacon 

Baker 

Baldwin 

Banks 
Barrow 
Bartow 
Ben Hill 
Berrien 

Bibb 

Bleckley 

Brantley 

Brooks 

Bryan 

Bulloch 

Burke 

Butts 

Calhoun 

Camden 

Candler 

Carroll 

Catoosa 

Charlton 

Chatham 



3,200 
1,500 
2,100 
1,000 
5,900 

1,700 
4,300 
7,800 
3,900 
3,100 

44,000 
2,600 
1,500 
3,800 
1,500 

6,300 

5,100 

2,300 

1,800 

2,600 

1,700 
10,400 
6,100 
1,300 
55,400 



2,230 70 

790 52 

1,550 74 

640 64 

4,440 75 



1,290 
3,680 
6,860 
2,710 
2,160 

37,720 
1,900 
1,160 
2,860 
1,190 

5,040 
3,410 
1,910 
950 
2,220 

1,240 
9,200 
5,610 
1,000 
48,930 



76 
86 
88 
70 
70 

88 
73 
78 
75 
79 

80 
67 
83 
53 
85 

73 
88 
92 
77 
88 



2,910 
1,260 
1,890 
880 
5,320 

1,580 
3,990 
7,110 
3,450 
2,650 

41,230 
2,310 
1,320 
3,420 
1,240 

5,810 
4,190 
1,970 
1,510 
2,260 



91 

84 
90 
88 
90 

93 
93 
91 
89 
86 

94 
89 
88 
90 
83 

92 
82 
86 
84 
87 



■0 
ft 

'01 



At 

ID' 



w 



Irt 



m 

tat 

to 
hn 
tifl 
lei 

I hi 

!rj 

!lt 
f)5 

fcf 

It! 
It 

]! 
Il 
li 



1,530 90 

9,470 91 

5,600 92 

1,060 81 

49,360 89 



Chattahoochee 


1,300 


1,200 


92 


1,250 


96 


Chattooga 


5,500 


4,680 


85 


4,990 


91 


Cherokee 


6,400 


5,660 


88 


5,930 


93 


Clarke 


13,000 


11,080 


85 


12,350 


95 


I Clay 


1,100 


730 


67 


990 


90 


Clayton 


13,800 


12,880 


93 


12,720 


92 


Clinch 


1,700 


1,200 


71 


1,480 


87 


1 Cobb 


34,400 


32,320 


94 


32,470 


94 


1 Coffee 


5,600 


4,040 


72 


5,190 


93 


| Colquitt 


9,100 


7,500 


82 


7,940 


87 


Columbia 


3,700 


3,090 


84 


3,190 


86 


Cook 


3,200 


2,390 


75 


2,940 


92 


Coweta 


8,000 


6,490 


81 


7,340 


92 


Crawford 


1,400 


870 


62 


1,180 


84 


Crisp 


5,000 


3,630 


73 


4,330 


87 


Dade 


2,300 


1,980 


86 


2,010 


88 


Dawson 


1,000 


760 


76 


880 


88 


Decatur 


6,600 


5,200 


79 


5,830 


88 


| De Kalb 


82,500 


78,090 


95 


78,540 


95 


| Dodge 


4,300 


3,260 


76 


3,840 


89 


Dooly 


2,900 


2,140 


74 


2,650 


91 


1 Dougherty 


21,900 


18,640 


85 


19,580 


89 



42 



SPONSOR/ 17 DECEMBER 1962 





TOTAL 


TELEVISION 


RADIO 


% 


COUNT* 


HOMES 


HOMES 


% 


HOMES 


Douglas 


4,700 


4,190 


89 


4,240 


90 


tany 


9 ?nn 


2,270 


71 


9 fiflO 

L. ,UUU 


81 


tcnois 




320 


63 


Ain 

HHU 


R8 


Effingham 


2,500 


1,990 


80 


2,190 


87 


Elbert 


5,000 


A 9£n 


03 


4,420 


88 


Emanuel 


4,800 


3,500 


73 


4,340 


90 


tvario 


l Qnn 


1,550 


82 


l R4n 


86 


fin n in 

rannin 


9 Rnn 

J,DUU 


2,760 


77 


9 Q7fl 
o,o / u 




Fayette 


2,100 


1,780 


85 


1,900 


91 


Floyd 


20,000 


1 7 con 
1 /,joU 


oo 


18,840 


94 


Forsyth 


3,400 


3,070 


90 


3,170 


93 


r ranKim 


q 7nn 
o,/uu 


3,190 


86 


9 99 n 


CM 


ruiion 


1 /u,ouu 


154,850 


91 






Gilmer 


2,300 


1,740 


75 


1,950 


85 


Glascock 


600 


Aid 


7fi 
to 


500 


84 


Glynn 


12,700 


10,840 


85 


11,680 


92 


Hnrnnn 


s ^nn 


4,780 


87 


s nan 


yz 


uraoy 


a finn 

4,oUU 


3,840 


80 


/i 99n 


OO 


Greene 


2,800 


2,030 


72 


2,500 


89 


Gwinnett 


12,500 


i i 9on 


on 
yu 


11,600 


93 


Habersham 


5,000 


4,040 


81 


4,650 


93 


Mali 

nan 


1/1 enn 


12,740 


88 


1 9 ASS\ 
10, *tt)U 


Q9 


JldflU OCR 


9 9nn 


1,300 


59 


1 Q9n 


R9 
00 


Haralson 


4,200 


3,550 


85 


3,730 


89 


Harris 


2,800 


9 l an 
z,i yu 


7R 
#0 


2,350 


84 


Hart 


4,200 


3,600 


86 


3,740 


89 


flcdl U 


i Qnn 
1, ouu 


1,020 


79 


i ion 


Q9 

yz 


Vlonri/ 

n c in y 


a ^nn 


3,700 


82 


a n9n 


RQ 
09 


Houston 


11,200 


9,990 


89 


10,090 


90 


Irwtn 


2,300 


l 7nn 
1,/UU 


1A 


1,990 


87 


Jackson 


5,100 


4,280 


84 


4,720 


93 


lienor 
Jdo|Jcl 


l,JUU 


1,060 


71 


l 9 in 
l,olU 


00 


laff riavic 
Jell Udfld 


9 9nn 


1,600 


73 


l oon 
i you 


an 
yu 


Jefferson 


4,300 


3,180 


74 


3,640 


85 


Jenkins 


2,300 


i 7/i n 
1,/4U 


76 


2,010 


87 


Johnson 


2,100 


1,640 


78 


1,860 


89 


j ones 


9 i nn 
z,iuu 


1,620 


77 


i Qon 


on 
9U 


1 ^ ni ^ r 
Ldlildl 


o Qnn 
z,oUU 


2,270 


81 


o a l n 
z,41U 


oc 

00 


Lanier 


1,300 


900 


69 


1,210 


93 


Laurens 


8,700 


c Cvin 

b,D40 


75 


7,830 


90 


Lee 


1,400 


1,020 


73 


1,280 


91 


1 ihortu 
LIUcI iy 


9 7nn 
o,/UU 


2,910 


79 


o oon 


Qn 
01 


Lincoln 


i jinn 
1,4UU 


1,090 


78 


i i on 
1,1 oU 


OC 

03 


Long 


1,000 


720 


72 


770 


77 


Lowndes 


14,100 


1 1,U4U 


/o 


13,080 


93 


Lumpkin 


1,800 


1,530 


85 


1,680 


94 


MrDnffip 

ITI ItU U IMC 


9 snn 


2,810 


80 


9 9 9n 

J,Z JU 


Q9 

yz 


Mr 1 ntnch 

IYIL 1 11 lUoll 


l 7nn 


1,230 


72 


i m n 


oy 


Macon 


3,200 


2,200 


69 


2,620 


82 


Madison 


3,100 


2,500 


81 


2,840 


92 


Marion 


1,300 


760 


58 


1,110 


85 


meriweiner 


a onn 


3 770 


77 


4,o9U 


nn 
90 


Millor 
ml II CI 


i Qnn 
l,oUU 


1,250 


69 


i c An 
1,0 4U 


oe 
oa 


Mitchell 


4,800 


3,510 


73 


4,090 


85 


Monroe 


2,600 


o n7n 
Z,U7U 


on 
oil 


2,260 


87 


Montgomery 


1,500 


890 


60 


1,390 


93 


•¥i ui gdn 


o enn 
z,bUU 


1,950 


75 


o oon 


OO 
00 


lYiur r ay 


9 onn 
z.OUU 


2,240 


80 


o ccn 


Q1 


Muscogee 


45,300 


40,480 


89 


41,450 


92 


Newton 


5,800 


4,930 


85 


5,330 


92 


Oconee 


1,700 


1 5S0 


Q1 


1,620 


96 


n fvl A lk ****** a 

ugletnorpe 


1,900 


1 420 


75 


1,700 


89 


rauiding 


1 TOO 

3,700 


3 290 


89 


3,230 


87 


Peach 


3,600 


2,920 


81 


3,190 


89 


Pickens 


2,500 


2,100 


84 


2,260 


90 


Pierce 


2,400 


1,770 


74 


2,210 


92 



SPONSOR/17 DECEMBER 1962 



COUNTY 




TOTAL 

HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 




Pikp 




i Rnn 


1,320 


73 


1 fiin 


RQ 


Pnlk 
r oir 




7 sno 


6,700 


86 


7 nan 

/ ,uou 


31 


Pulaski 




2,300 


l fidn 


79 


1,950 


85 


Putnam 




2,000 


1,550 


77 


1,760 


88 


Quitman 




600 


400 


66 


570 


94 






9 nnn 

£,UUU 


1,540 


77 


i Rin 

1 ,o 1U 


□ i 


nri nl n h 

ndnuoipii 




9 Rnn 

Z,OUU 


1,890 


68 


9 dQn 

Z,*4 JU 


RQ 


Richmond 




36,500 


99 ^9n 

JZ, JZU 


03 


33,000 


90 


Rockdale 




2,800 


2,400 


86 


2,560 


92 


Schley 




800 


590 


74 


680 


85 


^rrpvpn 

Obl C * C II 






2,480 


71 


? Q?n 


R3 


Cpmtn nl p 

OC Nl III UI c 




i 7nn 

1 , / uu 


1,300 


76 


i s^n 


90 


Spalding 




10,400 


q mn 
y ,uiu 


fi7 
o / 


9,700 


93 


Stephens 




5,200 


4,230 


81 


4,830 


93 


Stewart 




1,800 


1,060 


59 


1,450 


81 


Q 1 1 m t p r 

<J U III IC 1 




u, / uu 


4,660 


70 


5 R90 


R7 


Talhnt 

1 d 1 U U I 




i 7nn 

1 , / uu 


1,180 


70 


1 94n 


7Q 


Taliaferro 




800 


Sdn 

J4U 


fifi 

DO 


670 


84 


Tattnall 




3,600 


2,810 


78 


3,110 


86 


Taylor 




2,100 


1,540 


73 


1,760 


84 


Tplf air 

1 C 1 1 all 




t inn 

\j t 1 uu 


1,900 


61 


? R7n 

U / U 




TpitpII 

1 C 1 1 C 1 1 




9 9nn 


2,270 


71 


9 77n 

t. , / / u 


87 


Thomas 




9,400 


7 GAn 


O 1 


8,000 


85 


Tift 




6,300 


4,800 


76 


5,660 


90 


Toombs 




4,500 


3,040 


67 


4,160 


92 


T nwn<£ 

1 Un IIO 




i inn 


900 


82 


i n4n 




Trptitlpn 

1 1 C U 11 Cll 




l finn 


1,070 


67 


1 S30 




Troup 




12,900 


in Ap.n 

1U,H0U 


R1 

O 1 


11,570 


90 


Turner 




2,200 


1,660 


75 


1,900 


86 


Twiggs 




1,800 


1,260 


70 


1,540 


A A 

86 


Un inn 

U II IUII 




1 7nn 

1,/UU 


1,350 


80 


i fun 

1 ,UHU 


Q7 


fine nn 

Upo till 




fi 7nn 

u, / uu 


5,620 


84 


fi nfin 


3U 


Walker 




13,100 


1 1 7fin 

11,/ OU 


qn 


11,960 


91 


Walton 




5,500 


4,630 


84 


5,130 


93 


Ware 




10,000 


8,110 


81 


9,030 


90 


Warrpn 

if a 1 1 C II 




1 7nn 

1 , / uu 


1,190 


70 


i sin 

1 , J 1 u 


RQ 


Wachinortnn 
ii do in iigiuii 




4 son 


3,010 


63 


a 9^n 

*T,Z JU 


RQ 


Wayne 




4,900 


9 Qdfi 


an 


4,280 


87 


Webster 




800 


430 


54 


690 


87 


Wheeler 




1,300 


820 


63 


1,250 


97 


Whitp 

If 11 1 IC 




1 800 


1,400 


78 


i R4n 


□ i 


Whitfiplrl 

TI II 1 1 II C IU 




1? ^00 

1 c t JUU 


10,930 


89 


1 1 sin 

1 1 ,<J 1 u 




Wilcox 




2,000 


1,510 


75 


1,720 


86 


Wilkes 




3,000 


2,010 


67 


2,680 


89 


wiiKinson 




o ^ nn 
z,4UU 


1,790 


75 


o onn 
z,zUU 


OO 

yz 


Worth 




4,000 


3,090 


77 


3,250 


81 


STATE 


TOTAL 


1,110,200 


942,420 




1,013,269 




HAWAII 














Hawaii 




15,300 


11,460 


74 


13,740 


90 


Honolulu 




126,400 


115,010 


91 


120.710 


96 


Kauai 




Q nnn 
o.UUU 


3,050 


37 


7 ccn 


3D 


Maui 




10,800 


9,030 


83 


10,010 


93 


STATE 


TOTAL 


160,500 


138,550 




152,110 




IDAHO 














Ada 




30,100 


97 snn 

z / ,ouu 


Q9 

ij z 


29,020 


96 


Adams 




900 


710 


79 


830 


92 


Bannock 




14,200 


12,830 


90 


13,650 


96 


Dcdl LdnC 




9 nnn 

£,UUU 


1,710 


86 


1 940 

1 f J*tU 


Q7 


Denewdn 




i Qnn 

1 , JUU 


1,680 


89 


i 7Rn 

1 , / OU 




Bingham 




7,500 


7 n7n 
/ ,U/U 


QA 

y*t 


7,260 


97 


Blaine 




1,400 


1,140 


82 


1,210 


86 


Boise 




500 


430 


86 


490 


98 


bonner 




a snn 


4,150 


87 


A S7fl 


yo 


Bonneville 




i o enn 
ij,buu 


12,870 


95 


1 9 9Qfl 


QO 

yo 


Boundary 




1,700 


1,350 


79 


1,500 


88 


Butte 




900 


840 


93 


850 


95 



IDAHO / continued 



J* f*k 1 1 LI T~ W 

COUNTY 


TOTAL 
HOMtb 


TELEVISION 
HOMES % 


RADIO 

MOM F<S 
n [vi co 


oz 

70 


Camas 


300 


280 


93 


JUU 


1 UU 


Canvon 

W Ull 1 w ■ ■ 


17,500 


15,520 


89 


16,840 


96 


Caribou 

V U| |UUU 


1,600 


1,350 


85 


1,570 


98 I 


Cassia 


4,500 






4,320 


96 ! 


Clark 


300 


270 


90 


270 


89 


Clearwater 


2,600 


2,210 


85 


Z,4ZU 




Custer 


900 


660 


74 


800 


89 


Elmore 


4,800 


4,400 


92 


4,520 


94 I 


Franklin 


2,100 




88 


2,060 


98 1 


Fremont 


2,400 


2,240 


93 


2,340 


98 


Gem 


2,800 


2,490 


89 


o "7/i n 
2,/4U 




Gnndinp 


2,700 


2,430 


90 


2,610 


97 


1 daho 

1 Uu 1 1 v 


4,000 


3,080 


77 


3,840 


96 1 


Jefferson 


2,900 


2 810 


Q7 


2,810 


97 i 


Jerome 


3,300 


3,050 


93 


3,170 


96 


Kootenai 


9,700 


9,040 


93 


9,jjU 




Latah 


6,200 


5,240 


84 


5,970 


96 


Lemhi 

kU III II 1 


1,800 


1,170 


65 


1,760 


98 1 


Lewis 


1,400 


1 250 


89 

U w 


1,330 


95 1 


Lincoln 


1,000 


880 


88 


920 


92 


A Jl J * 

Madison 


2,300 


2,170 


94 


Z,z4U 


m 

y / 


Minidoka 


4 100 


3,610 


88 


3,860 


94 


Nez Perce 


8,800 


7,910 


90 


8,460 


96 | 


Oneida 


1,000 


900 




959 


95 1 


Owyhee 


1,900 


1,710 


90 


1,780 


94 


Payette 


3,900 


3,490 


89 


J, /zU 




Power 


1,200 


970 


81 


1,140 


95 


Shoshone 


6,200 


5,470 


88 


6,020 


97 1 


Teton 


700 


680 


97 


640 


92 1 


Twin Falls 


12,900 


11,990 


93 


12,450 


97 


Vallov 

t aiiey 


i nnn 


790 


79 


Q40 


94 


Washington 


2,600 


2,190 


84 


2,530 


97 1 


STATE TOTAL 


198,900 


178,820 




191,060 


= 


ILLINOIS 










= 
* 


Adams 


22,000 


?o R4.n 




21,230 


97 


Alexander 


5,000 


4,100 


82 


4,340 


87 


Bond 


A Cf\f\ 

4,500 


3,830 


85 


4,240 


ft M 

94 


Boone 


6 400 

W J ■ *J W 


5,890 


92 


6 180 

W j *■ u w 


97 


Brown 


2 100 


1,830 


87 


1 990 


95 

v W 


Bureau 


12,000 


i i mo 




11,380 


95 


Calhoun 


1,900 


1,680 


88 


1,840 


97 


Carroll 


6,100 


5,640 


92 


5,780 


ft e 

95 


Cass 


4 800 

r l W W V 


4,260 


89 


4 500 

¥ jW WW 


94 

w ■ 


Chamoai^n 


37 900 


34,620 


91 


35 550 

wyjv WW 


94 

w ■ 


Christian 


11,800 




D 1 


11,100 


94 1 


Clark 


5,500 


4,850 


88 


5,040 


92 


A| M|( 

Clay 


5,100 


4,110 


81 


4,950 


97 


Clinton 

Willi L V 1 1 


6 900 


6,330 


92 


6 530 

w ? w \J \J 


95 

w w 


Coles 


13 900 


12,690 


91 


13 050 

L \J f www 


94 


Cook 


1,639,400 


1, j4LO,JOU 


□ j 


1,563,990 


95 1 


Crawford 


7,000 


6,380 


91 


6,540 


93 


Cumberland 


3,200 


2,770 


87 


2,880 


90 


De Kalb 


15 600 

X W i WW w 


14,550 


93 


15 160 

X Wj J. ww 


97 

w f 


De Witt 


5,700 

Vf f w w 


5,200 


91 


5 450 

W| ¥ w w 


96 

w U 


Douglas 


6,300 


S 77fl 




5,820 


92 


Du Page 


95,300 


91,880 


96 


92,920 


98 


Edgar 


7,600 


6,900 


91 


7,270 


96 


Edwards 


2 600 

4— y W W v 


2,110 


81 


2 440 


94 

w ■ 


Effingham 

villi 1 M '14 


6 900 


5,760 


84 


6 670 


97 

U f 


Fayette 


6,600 


r 7 in 


fl7 
u / 


6,410 


97 


Ford 


5,200 


4,780 


92 


5,020 


97 


Franklin 


13,100 


11,480 


88 


12,210 


93 


Fulton 


13 800 


12,580 


91 


13 040 




Gallatin 


2,400 


1,910 


79 


2 160 

£_ j W w 


90 

w w 


Greene 


5,600 


5,120 


91 


5,360 


96 1 


Grundy 


7,000 


6,600 


94 


6,680 


95 



COUNTY 



TOTAL 
HOMES 



TELEVISION 
HOMES % 



RADIO 
HOMES 



Hamilton 
Hancock 
Hardin 

Henderson 

Henry 

Iroquois 

Jackson 

Jasper 

Jefferson 
Jersey 
Jo Daviess 
Johnson 
Kane 

Kankakee 
Kendall 
Knox 
Lake 
La Salle 

Lawrence 
Lee 

Livingston 

Logan 

McDonough 

McHenry 

McLean 

Macon 

Macoupin 

Madison 

Marion 
Mars hall 
Mason 
Massac 
Menard 

Mercer 

Monroe 

Montgomery 

Morgan 

Moultrie 

Ogle 

Peoria 

Perry 

Piatt 

Pike 

Pope 

Pulaski 

Putnam 

Randolph 

Richland 

• 

Rock Island 
St. Clair 
Saline 
Sangamon 
Schuyler 

Scott 

Shelby 

Stark 

Stephenson 
Tazewell 

Union 

Vermilion 

Wabash 

Warren 

Washington 

Wayne 
White 
Whiteside 
Will 



3,200 
7,800 
1,800 

2,600 
16,000 
10,500 
13,000 

3,500 

10,300 
5,100 
6,500 
2,200 

62,900 

25,100 
5,400 
19,600 
84,700 
34,800 

6,000 
10,600 
12,000 
9,400 
9,100 

26,600 
26,500 
38,600 
14,200 
70,300 

12,900 
4,200 
5,000 
4,700 
3,000 

5,400 
4,700 
10,300 
10,600 
4,200 

12,200 
59,000 
6,100 
4,700 
6,800 

1,300 
3,100 
1,500 
8,500 
5,100 

47,400 
81,500 

8,800 
48,800 

2,900 

2,000 
7,400 
2,500 
14,800 
31,500 

5,000 
31,000 
4,400 
6,800 
4,400 

6,100 
6,200 
18,700 
57,300 



2,430 76 
7,190 92 
1,580 88 



2,320 
15,060 

9,530 
11,330 

3,000 



89 
94 
91 
87 
86 



8,920 87 

4,580 90 

5,640 87 

1,860 85 

59,130 94 

23,350 93 

5,150 95 

18,520 95 

81,500 96 

31,850 92 



5,330 
9,860 
10,730 
8,590 
8,330 



89 
93 
89 
91 
92 



25,670 97 

24,040 91 

35,840 93 

13,020 92 

66,050 94 



11,630 
3,770 
4,600 
4,040 
2,650 

5,080 
4,270 
9,270 
9,360 
3,650 



90 
90 
92 
86 
88 

94 
91 
90 
88 
87 



11,290 93 

54,690 93 

5,320 87 

4,400 95 

6,050 89 



1,010 
2,500 
1,280 
7,750 
4,330 



78 
81 
85 
91 
85 



45,250 95 

75,270 92 

7,740 88 

44,140 90 

2,630 91 

1,870 94 

6,350 86 

2,320 93 

13,600 92 

29,500 94 

4,460 89 

28,490 92 

3,820 87 

6,320 93 

3,770 86 

4,800 79 

4,860 78 

17,370 93 

54,290 95 



3,090 
7,540 
1,640 

2,420 
15,440 
10,020 
12,190 

3,420 

9,890 9! 

4,900 96 

6,320 97 

2,130 97 

59,880 95 

23,570 94 

5,210 97 

18,870 96 

81,650 96 

33,620 97 

5,560 93 

10,080 95 

11,510 96 

9,120 97 

8,640 95 

25,780 97 

25,230 95 

36,130 94 

13,520 95 

66,640 95 



12,140 
4,090 
4,700 
4,240 
2,820 

5,170 
4,480 
9,850 
9,860 
3,730 

11,680 
56,050 
5,730 
4,390 
6,410 

1,200 
2,810 
1,430 
8,060 
4,800 



94 
97 
94 
90 
94 

96 
95 
96 
93 
89 

96 
95 
94 
94 
94 

92 
91 
96 
95 
94 



45,930 97 

76,120 93 

8,290 94 

46,510 95 

2,760 95 

1,920 96 

6,960 94 

2,400 96 

14,190 96 

30,050 95 

4,750 95 

28,740 93 

4,070 93 

6,590 97 

4,230 96 

5,820 95 

5,820 94 

17,910 96 

54,320 95 
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Chi-ca-go . - - that toddling town 

Composers hear the tempo of Chicago and set it to 
music. And out of that tempo, out of the vitality of 
a city's life — from the rough and tumble of ward 
politics to the culture and serenity of its famed Art 
Institute — WNBQ creates community service pro- 
gramming giving depth and significance to the 
multi-colored tapestry that is Chicago. 

For example. All Chicago examined its conscience 
in "The House on Congress Parkway/* a dramatic 
documentary on racial problems. The prime-time 
"Dateline: Chicago" series mirrored a city's pride 

NBC OWNED. REPRESENTED BY NBC SPOT SALES. 



with "One Palace, F.O.B. Chicago," a colorful, vivid 
preview of the Versailles art exhibit; entertained 
with a vicarious, rollicking visit to the city's "Key 
Clubs," Chicago's latest contribution to the lighter 
side of American life and, with "Flowers Before 
Bread," illuminated the little known good work of 
The Little Brothers of the Poor in the spiritual and 
physical needs of Chicago's aged. 

WNBQ programming continues to reflect issues 
and events that affect and mold the life of Chicauo, 
its four million citizens and to provide a unique 
spark of community interest. VV N BQ-5 



SPONSOR/17 DECEMBER 1962 



45 



WHO -TV's 
FIGURES 
"STACK UP"! 



The Nielsen '61 map shows how WHO-TV 
covers Central Iowa, plus — but take a look 
at the market-data figures for this 42- county 
area: 

TV Homes 290,560 

Households 328,590 

CSI $1,914,739,000 

Farm Households 72,994 

Gross Farm Income. . . .$1,006,961,000 

Food Sales $ 295,009,000 

Gen. Merch. Sales $ 136,641,000 

Home Furn. Sales $ 57,579,000 

Automotive Sales $ 241,026,000 

Gas Station Sales $ 119,710,000 

Drug Sales $ 43,530,000 

Total Ret. Sales $1,377,012,000 

(Sources: May, *62 SRDS: Iowa Annual Farm Census, I960: 
June 10, 1962 Sales Management.) 

Get your share of this great market — most 
economically. WHO-TV offers you lowest 
costs-per-thousand on many great spot buys. 
Ask Peters, Griffin, Woodward, Inc. 






OTV 
ULP OTV 
U JO-TV 
P /lOTV 
HOTV 
HOTV 
ULP HOTV 
ULPHOTV 
ULP HOTV 
ULPHOTV 
UJHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
ULPHOTV 
UJHOTV 
ULPHOTV 
ULPHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 



CHANNEL 13 • DES MOINES UJHOTV 



PETERS, GRIFFIN, WOODWARD, INC., 
National Representatives 
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ILLINOIS/ continued 





TOTAL 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


Williamson 


15,400 


13,730 


89 


1 J M A ft. 

14,320 


93 


Winnebago 


66,800 


P9 7fin 


3H 


62,590 


94 


Woodford 


7,500 


D,DOU 


ftQ 

03 


""I 4 ft. 

7,150 


95 


STATE TOTAL 


3,178,000 






3,026,810 




INDIANA 












Adams 


7 Qnn 


6,610 


91 


7 n9n 


3D 


Allen 


72,000 


67,270 


93 


67,460 


94 


Bartholomew 


15,300 


14,200 


93 


14,210 


93 


8enton 

V wll * VII 


3,400 


3,100 


91 


3,180 


93 


Blackford 


4,600 


4,240 


92 


4,330 


94 


ooone 


o,yuu 


8,340 


94 


q oon 


bz 


8rown 


2,100 


1,940 


92 


1,830 


87 


Carroll 


5,400 


5,010 


93 


5,070 


94 


Cass 


12,500 


11,330 


91 


11,840 


95 


Clark 


18,800 


17,410 


93 


17,280 


92 


u i ay 


r 1 nn 

0, 1UU 


7,490 


92 


7 i m 


RR 


Clinton 


9,900 


9,240 


93 


9,100 


92 


Crawford 


2,500 


2,030 


81 


2,200 


88 


Daviess 


8,000 


6,880 


86 


7,050 


88 


Dearborn 


8,700 


8,070 


93 


8,220 


95 


uecaiur 


c 9nn 


5,630 


91 


R RQn 


QQ 


De Kalb 


8,600 


8,100 


94 


8,060 


94 


Delaware 


34,600 


32,450 


94 


31,660 


92 


Dubois 


7,700 


6,630 


86 


7,260 


94 


Elkhart 


33,700 


30,430 


90 


31,370 


93 


W off Q 

rayene 


7 Rnn 

/ ,DUU 


6,920 


92 


c 7R.n 


an 


Floyd 


16,000 


15,030 


94 


14,860 


93 


Fountain 


6,100 


5,600 


92 


5,540 


91 


Franklin 


4,600 


3,990 


87 


4,370 


95 


Fulton 


5,500 


5,030 


91 


5,150 


94 


tiius on 


q ^nn 


8,490 


90 


r 7nn 
o,/uu 


3J 


Grant 


23,500 


21,510 


92 


21,810 


93 


Greene 


8,900 


7,990 


90 


7,730 


87 


Hamilton 


12,800 


12,080 


94 


12,100 


95 


Hancock 


8,600 


8,090 


94 


8,080 


94 


rricnn 
nail IbUII 


^ Knn 

3,0UU 


5,020 


90 


r Qnn 


QC 

33 


Hendricks 


13,000 


12,270 


94 


12,230 


94 


Henry 


15,100 


14,090 


93 


13,920 


92 


Howard 


21,900 


20,500 


94 


20,100 


92 


Huntington 


10,700 


10,040 


94 


10,050 


94 


jdun j on 


q Ann 


8,660 


92 


q m;n 


34 


Jasper 


5,300 


4,800 


91 


5,010 


95 


Jay 


7,200 


6,370 


88 


6,670 


93 


Jefferson 


6,900 


6,190 


90 


6,470 


94 


Jennings 


4,500 


4,030 


90 


4,100 


91 


j on lis on 


l q Rnn 


13,220 


96 


1 o onn 

iz,yuu 




Knox 


13,300 


12,130 


91 


12,120 


91 


Kosciusko 


13,200 


12,050 


91 


12,420 


94 


Lagrange 


4,800 


3,810 


79 


4,080 


85 


Lake 


155,300 


146,280 


94 


145 050 


93 


La r one 


OQ cnn 


27,030 


95 


OC QQn 


Q/l 

34 


Lawrence 


11,500 


10,560 


92 


10,590 


92 


Madison 


39,500 


37,340 


95 


36,020 


91 


Marion 


222,400 


208,610 


94 


205,940 


93 


Marshall 


10,000 


9,120 


91 


9,110 


91 


Mort in 

Mar un 


o onn 


2,560 


88 


Z,3oU 


R7 
0/ 


Miami 


12,800 


11,660 


91 


11,920 


93 


Monroe 


17,400 


15,280 


88 


16,040 


92 


Montgomery 


10,600 


9,910 


93 


9,850 


93 


Morgan 


10,300 


9,580 


93 


9,450 


92 


U a lift n w% 

newion 


q Rnn 


3,190 


91 




3j 


Noble 


8,700 


7,890 


91 


8,270 


95 


Ohio 


1,300 


1,230 


95 


1,200 


92 


Orange 


5,100 


4,450 


87 


4,610 


90 


Owen 


3,700 


3,360 


91 


3,420 


93 


Parke 


4,800 


4,460 


93 


4,330 


90 


Perry 


5,000 


4,280 


86 


4,450 


89 
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TOTAL 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HOMES 


. 0 


HOMES 


% 


Pike 


4,100 


3,500 


85 


3,690 


90 


Porter 


18,100 


17,020 


94 


17,100 


95 


Posey 


5,900 


5,000 


85 


5,460 


93 


Pulaski 

l U Id □nl 


^ snn 

o ( ouu 


3,230 


85 


^ R4n 


3D 


Putnam 


7,000 


6,440 


92 


6,350 


91 


Randolph 


9,200 


8,400 


91 


8.430 


92 


Ripley 


6,100 


5,410 


89 


5,640 


92 


Rush 


6,100 


5,760 


94 


5,580 


91 


Inearth 
01. JUbcp II 


/ L, JUU 


68,210 


94 


K7 c ;7n 


DO 


Scott 


4,500 


3,870 


86 


3,940 


88 


Shelby 


11,000 


10,330 


94 


10,310 


94 


Spencer 


4,600 


4,050 


88 


4,210 


92 


Starke 


5,300 


4,780 


90 


4,790 


90 


^tpuhpn 

%f LC U U Cll 


^ 3fifi 

J,OUU 


4,910 


93 


s n?n 

tJ,U£U 


qc 


Sullivan 


7,200 


6,530 


91 


6,160 


86 


Switzerland 


2,200 


1,870 


85 


2,110 


96 


Tippecanoe 


25,900 


23,110 


89 


24,710 


95 


Tipton 


4,900 


4,610 


94 


4,510 


92 


1 In i nn 
till 1 Ull 


l Qnn 


1,680 


88 


i 77n 




Vanderburgh 


51,000 


46,450 


91 


46,560 


91 


Vermillion 


5,900 


5,440 


92 


5,260 


89 


Vigo 


34,700 


32,050 


92 


31,680 


91 


Wabash 


10,300 


9,090 


88 


9,550 


93 


W^i rron 
VI all Cll 


7 finn 

L,DUU 


2,300 


88 


9 4nn 




Warrick 


7,100 


6,320 


89 


6,420 


90 


Washington 


5,500 


4,720 


86 


5,100 


93 


Wayne 


22,700 


21,000 


93 


21,500 


95 


Wells 


b,bUU 


5,990 


91 


coin 


OA 


nit 

White 


6,300 


^ 7?n 


41 


5,950 


94 


Whitley 


6,400 


s 97n 


no 


fi. inn 

6,180 


97 


STATE TOTAL 


1,443,900 


1 334 8B0 




4 AAA A *\ A 

1,338,030 




IOWA 












h A ■ p 
HUdll 


O,0UU 


3,240 


93 


3 3Rn 


Q7 


Adams 


2,300 


1,960 


85 


2,240 


97 


Allamakee 


4,500 


4,060 


90 


4,420 


98 


Appanoose 


5.300 


4,620 


87 


5,030 


95 


Audubon 


3,400 


3,160 


93 


3,350 


98 


o em on 


7 9nn 


6,750 


94 


r Qfin 


Q7 


Black Hawk 


37,300 


35,200 


94 


35,960 


96 


Boone 


8,500 


7,930 


93 


8,140 


96 


Bremer 


6,200 


5,650 


91 


6,010 


97 


8uchanan 


6,000 


5,470 


91 


5,770 


96 


ouena v is id 


D t DUU 


6,060 


92 


r d9n 


Q7 

3 / 


Sutler 


5,400 


4,810 


89 


5,200 


96 


Calhoun 


4,900 


4,470 


91 


4,850 


99 


Carroll 


6,700 


6,290 


94 


6,610 


99 


Cass 


6,000 


5,480 


91 


5,840 


97 


ueoar 


D,DUU 


5,110 


93 


3,0/ U 


Qft 
30 


Cerro Gordo 


15,700 


14,640 


93 


15,120 


96 


Cherokee 


5,300 


4,850 


92 


5,080 


96 


Chickasaw 


4,300 


3,900 


91 


4,150 


96 


Clarke 


2,800 


2,490 


89 


2,720 


97 


u id y 


Rnn 
□,ouu 


5,110 


88 


^ 71 n 

3, / 1 U 


30 


Clayton 


6,700 


5,810 


87 


6,590 


98 


Clinton 


17,000 


16,090 


95 


16,410 


97 


Crawford 


5,600 


5,180 


92 


5,440 


97 


Oallas 


7,800 


7,230 


93 


7,460 


96 


ft +i \ i ■ & 

uavis 


9 Rnn 


2,520 


90 


9 fifin 


qc 

3 J 


Oecatur 


3,200 


2,610 


82 


3,070 


96 


Oelaware 


5,200 


4,740 


91 


5,030 


97 


Oes Moines 


14,600 


13,510 


93 


13,930 


95 


Oickinson 


4,000 


3,490 


87 


3,920 


98 


Oubuque 


21,800 


19,590 


90 


21,280 


98 


Emmet 


4,500 


3,640 


81 


4,310 


96 


Fayette 


8,500 


7,780 


92 


8,360 


98 


Floyd 


6,500 


5,920 


91 


6,210 


96 


Franklin 


4,800 


4,480 


93 


4,670 


97 
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rouNTY 

vwwl< 1 I 


TOTAL 
HOMES 

I 1 III hV 


TELEVISION 
HOMES % 


RADIO 
HOMES 


% 


is 

E 


Fremont 


3,300 


3,110 


94 


3,160 


96 




breene 




4,320 


94 


A AQn 


08 


* — 


Grundy 


4,500 


4,220 


94 


4,390 


98 




Guthrie 


4,400 


4,010 


91 


4,270 


97 


= 


Hamilton 


6,400 


5,910 


92 


6,180 


97 




Hancock 


4,400 


4,020 


91 


4,250 


97 


| 


U or A i n 

riaruin 


7 Ann 


6,830 


92 


7 ??0 


□ o 




Harrison 


5,400 


4,940 


92 


5,110 


95 




Henry 


5,500 


4,680 


85 


5.270 


96 




Howard 


3,800 


3,160 


83 


3,630 


96 




Humboldt 


4,000 


3,590 


90 


3,960 


jab 

99 




Ha 


^ ^nn 


3,050 


92 


Of 1 Uu 


96 




Iowa 


5,000 


4,520 


90 


4,800 


96 




Jackson 


6,200 


5,560 


90 


5,950 


96 




Jasper 


11,500 


10,770 


94 


11,190 


97 


= 


Jefferson 


4,900 


4,350 


89 


4,730 


97 




InhnCnn 


ir snn 


13,920 


88 


ir ?Rn 


07 

□ r 




Jones 


6,000 


5,590 


93 


5,800 


97 




Keokuk 


4,900 


4,270 


87 


4,660 


95 


= 


Kossuth 


7,100 


6,600 


93 


6,910 


97 




Lee 


13,500 


12,480 


92 


12,870 


95 


= 


inn 

Linn 


ar nnn 


42,480 


94 


A3 R?n 


07 

3 1 




Louisa 


3,200 


2,880 


90 


3,100 


97 




Lucas 


3,600 


3,040 


84 


3,400 


95 




Lyon 


4,200 


3,710 


88 


4,000 


95 




Madison 


3,900 


3,670 


94 


3,810 


98 


1 


Mahaska 


7 Rnn 


6,700 


89 


7 1 on 


OR 




Marion 


7,700 


7,020 


91 


7,460 


97 




Marshall 


12,200 


11,650 


96 


11,880 


97 




Mills 


3,500 


3,230 


92 


3,360 


96 




Mitchell 


4,200 


3,840 


91 


4,050 


97 


= 


M n n n n 1 


a 3nn 


3,900 


91 


a 1 on 


OR 
30 




Monroe 


3,200 


2,890 


90 


2,990 


93 




Montgomery 


4,900 


4,470 


91 


4,770 


97 


= 


Muscatine 


11,100 


10,390 


94 


10,550 


95 


= 


Obnen 


5,800 


5,410 


93 


5,660 


98 




UoLcUU 


3 nnn 


2,690 


90 


9 Q7n 


QQ 




Page 


6,600 


5,900 


89 


6,380 


97 




Palo Alto 


4,100 


3,430 


84 


4,070 


99 




Plymouth 


6,900 


6,420 


93 


6,630 


96 




Pocahontas 


4,100 


3,700 


90 


3,990 


97 




Pnlk 
ruin 


o/,4UU 


82,180 


94 




oc 

3D 




Pottawattamie 


26,100 


24,270 


93 


24,800 


95 


- 


Poweshiek 


5,800 


5,320 


92 


5,620 


97 




Ringgold 


2,500 


2,280 


91 


2,450 


98 


- 


Sac 


5,300 


4,770 


90 


5,110 


96 






3fi onn 


34,740 


94 








Shelby 


4,500 


4,190 


93 


4,430 


99 




Sioux 


7,500 


6,390 


85 


7,380 


98 




Story 


14,600 


13,420 


92 


14,160 


97 




Tama 


6,700 


6,120 


91 


6,470 


97 


= 


Tavlnr 
i dj i ill 


q ^inn 


2,860 


84 


o,doU 


no 

98 




Union 


4,400 


3,940 


90 


4 330 


98 


= 


Van Buren 


3,100 


2,690 


87 


2,920 


94 




Wapello 


14,600 


13,500 


92 


13,430 


92 




Warren 


6,400 


5,980 


93 


6,170 


96 




Wachincrtnn 

IT doll 1 MglUIl 


r nnn 
o,uuu 


5,210 


87 




93 




Wayne 


3,400 


2,890 


85 


3 290 


97 




Webster 


15,200 


14,020 


92 


14 880 


OR 




Winnebago 


4,000 


3,670 


92 


3 840 


0G 




Hi* i ■ ■ 

Winneshiek 


6,000 


5,270 


88 


5,860 


98 


= 
= 


Woodburv 


33 600 


oi /Inn 

31,480 


94 




3J 




Worth 


3,100 


? jnn 


01 

3 1 


3,010 


97 




Wright 


6,100 


5,660 


93 


5,870 


96 


— 


b 1 A 1 b IUIAL 


OC1 inn 

853,700 


784,840 




822,100 






KANSAS 














Allen 


5,500 


4,620 


84 


5,140 


93 
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TOTAL TELEVISION RADIO 



COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


Anderson 


2,900 


2,510 


87 


2,690 


93 1 


Atchison 


6,300 


5,840 


93 


5,800 


92 


Barber 


2,800 


2,380 


85 


2,660 


95 


Barton 


10,200 


9,590 


94 


9,660 


95 


Bourbon 


5,500 


4,810 


88 


5,150 


94 


Brown 


4,400 


3,870 


88 


4,230 


96 


Butler 


12,600 


11,540 


92 


12,000 


95 


Chase 


1,300 


1,080 


83 


1,240 


96 


Chautauqua 


2,100 


1,850 


88 


1,940 


93 


Cherokee 


7,300 


6,670 


91 


6,520 


89 


Cheyenne 


1,400 


1,210 


87 


1,370 


98 


Clark 


1,200 


1,090 


91 


1,170 


98 


Clay 


3,600 


2,830 


79 


3,500 


97 


Cloud 


4,600 


3,680 


80 


4,440 


97 


Coffey 


2,800 


2,200 


79 


2,710 


97 


Comanche 


1,000 


780 


78 


980 


98 


Cowley 


12,200 


10,870 


89 


11,420 


94 


Crawford 


12,800 


11,600 


91 


11,780 


92 


Decatur 


1,900 


1,650 


87 


1,870 


98 


Dickinson 


7,200 


6,260 


87 


7,060 


98 


Doniphan 


2,900 


2,560 


88 


2,740 


94 


Douglas 


13,100 


11,450 


87 


12,620 


96 


Edwards 


1,700 


1,520 


89 


1,650 


97 


Elk 


1,700 


1,370 


81 


1,580 


93 


Ellis 


6,000 


5,500 


92 


5,930 


99 


Ellsworth 


2,400 


2,030 


84 


2,250 


94 


Finney 


4,800 


4,320 


90 


4,680 


98 


Ford 


6,500 


5,920 


91 


6,310 


97 


Franklin 


6,500 


5,760 


89 


6,000 


92 


Geary 


8,100 


7,300 


90 


7,520 


93 


Gove 


1,200 


950 


79 


1,190 


99 


Graham 


1,700 


1,510 


89 


1,660 


98 


Grant 


1,400 


1,230 


88 


1,280 


91 


Gray 


1,200 


1,060 


89 


1,100 


91 


Greeley 


600 


520 


86 


590 


98 


Greenwood 


3,600 


3,070 


85 


3,390 


94 


Hamilton 


1,000 


790 


79 


910 


91 


Harper 


3,300 


2,920 


89 


3,120 


95 


Harvey 


8,400 


7,350 


88 


7,930 


94 


Haskell 


800 


720 


90 


740 


92 


Hodgeman 


900 


740 


83 


890 


98 


Jackson 


3,400 


2,940 


86 


3,210 


95 


Jefferson 


3,500 


3,080 


88 


3,360 


96 


Jewell 


2,300 


1,700 


74 


2,270 


99 


Johnson 


46,000 


44,240 


96 


44,670 


97 


Kearny 


900 


810 


90 


890 


99 


Kingman 


3,100 


2,870 


93 


2,890 


93 


Kiowa 


1,500 


1,170 


78 


1,410 


94 


Labette 


8,800 


7,750 


88 


7,970 


91 


Lane 


900 


800 


89 


870 


97 


Leavenworth 


12,800 


11,860 


93 


12,060 


94 


Lincoln 


1,800 

• * 


1,430 


79 


1,770 


98 


Linn 


2,800 


2,430 


87 


2,620 


94 


Logan 


1,200 


960 


80 


1,160 


96 


Lyon 


8,500 


7,070 


83 


8,130 


96 


McPherson 


7,600 


6,290 


83 


7,200 


95 


Marion 


4,700 


3,940 


84 


4,440 


94 


Marshall 


5,200 


4,310 


83 


4,980 


96 


Meade 


1,700 


1,640 


96 


1,640 


97 


Miami 


6,000 


5,600 


93 


5,680 


95 


Mitchell 


2,800 


2,280 


81 


2,700 


97 


Montgomery 


15,200 


13,250 


87 


14,270 


94 


Morris 


2,400 


2,000 


83 


2,300 


96 


Morton 


1,000 


830 


83 


920 


92 


Nemaha 


3,800 


3,370 


89 


3,540 


93 


Neosho 


6,400 


5,680 


89 


6,000 


94 


Ness 


1,700 


1,480 


87 


1,620 


95 


Norton 


2,600 


2,240 


86 


2,490 


96 



SPONSOR/17 DECE1VXBER 1962 



COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 


% 


Osage 


4,200 


o con 


OO 

OO 


3,950 


94 


UbUUI lie 


9 Ann 


1,900 


79 


9 n 


QR 
3D 


Ottawa 


2,300 


1,820 


79 


2,270 


99 


Pawnee 


2,900 


2,580 


89 


2,740 


95 


Phillips 


2,900 


2,250 


78 


2,790 


96 


Pottawatomie 


3,600 


3,120 


OT 

87 


3,420 


95 


Pratt 


a i nn 

4, 1 UU 


3,710 


90 


3 Rnn 


Q3 


Rawlins 


1,600 


1,370 


85 


1,540 


96 


Reno 


19,300 


17,920 


93 


18,100 


94 


Republic 


3,300 


2,760 


84 


3,210 


97 


Rice 


4,400 


4,040 


92 


4,120 


94 


Oil DU 


1 1 nnn 
1 1 ,uuu 


9,470 


86 




QC 
3D 


Rooks 


3,000 


2,670 


89 


2,810 


94 


Rush 


1,900 


1,700 


89 


1,810 


96 


Russell 


3,600 


3,130 


87 


3,450 


96 


Saline 


17,700 


1 c i fin 

lb,lU0 


91 


16,760 


95 




1 ,DUU 


1,400 


88 


1,570 


98 


Sedgwick 


112,300 


104,900 


93 


106,350 


95 


Seward 


5,200 


4,580 


88 


4,860 


93 


Shawnee 


46,300 


42,920 


93 


44,080 


95 


Sheridan 


1,200 


1 non 


oc 
03 


1,200 100 


CharmQn 
OIICI lliail 


9 ?nn 


1,940 


88 


2,160 


98 


Smith 


2,600 


2,230 


86 


2,520 


97 


Stafford 


2,500 


2,220 


89 


2,410 


96 


Stanton 


600 


470 


78 


590 


98 


Stevens 


1,300 


99U 


7b 


1,240 


95 


C nmna t 
OUinilcl 


r ^nn 

O, JUU 


7,650 


90 


8,080 


95 


Thomas 


2,300 


1,850 


80 


2,230 


97 


Trego 


1,600 


1,320 


83 


1,550 


97 


Wabaunsee 


2,200 


1,810 


82 


2,160 


98 


Wallace 


600 


490 


81 


580 


97 


Washington 


3,400 


2,750 


81 


3,200 


94 


Wichita 

ft 1 vl 1 1 KO 


800 


640 


80 


790 


98 


Wilson 


4,400 


3,600 


82 


4,220 


96 


Woodson 


1,800 


1,430 


79 


1,730 


96 


Wyandotte 


57,100 


53,060 


93 


52,650 


92 


STATE TOTAL 


692,700 


623,040 




656,260 




KENTUCKY 












ft An tr 


a nnn 

4,UUU 


2,530 


63 


3 fidn 

U,0*tU 


qi 
ti i 


Allen 


3,700 


2,980 


81 






Anderson 


2,700 


2,360 


87 


2 570 


95 


Ballard 


2,700 


2,380 


88 


2,340 


87 


Barren 


8,500 


"7 fi~7fi 
/,U/U 


OO 
OO 


7,820 


92 


Rath 


9 finn 


1,770 


68 


2,400 


92 


Bell 


8,300 


6,330 


76 


7,350 


89 


Boone 


6,600 


6,220 


94 


6,300 


95 


Bourbon 


5,400 


4,540 


84 


5,040 


93 


Boyd 


15,300 


1 A 0*7rt 

14,270 


93 


14,140 


92 


Duyic 


R nnn 


4,910 


82 


5,600 


93 


Bracken 


2,200 


1,920 


87 


2,020 


92 


Breathitt 


3,200 


1,430 


45 


2,980 


93 


Breckinridge 


4,200 


3,380 


80 


3,570 


85 


Bullitt 


4,500 


A nnn 

4,030 


90 


4,040 


90 


B tit 1 p r 


9 finn 


2,010 


77 


2,260 


87 


Caldwell 


4,200 


3,110 


74 


3,680 


88 


Calloway 


6,600 


5,600 


85 


6,250 


95 


Campbell 


26,400 


25,080 


95 


25,210 


96 


Carlisle 


1,900 


i *7 on 

1,720 


90 


1,600 


84 


udl I Ull 


9 dnn 

Z,4UU 


2,040 


85 


2,060 


86 


Carter 


5,300 


4,220 


80 


4,660 


88 


Casey 


3,600 


2,290 


64 


3,340 


93 


Christian 


15,000 


12,870 


86 


13,830 


92 


Clark 


6,600 


5,340 


81 


6,220 


94 


Clay 


4,500 


2,600 


58 


4,070 


91 


Clinton 


2,300 


1,580 


69 


2,160 


94 


Crittenden 


2,700 


2,110 


78 


2,330 


86 


Cumberland 


2,100 


1,380 


66 


1,940 


92 


Daviess 


20,900 


18,490 


88 


19,140 


92 



TOTAL TELEVISION RADIO 
COUNTY HOMES HOMES % HOMES % 



Edmonson 


2,200 


1,520 


69 


1,990 


90 


Elliott 


1,500 


1,250 


83 


1,230 


82 


Estill 


3,500 


1,900 


54 


3,220 


92 


Fayette 
Fleming 


40,600 


35,740 


88 


38,570 


95 


3,200 


2,470 


77 


2,920 


91 


Floyd 


9,200 


7,240 


79 


8,180 


89 


Franklin 


9,000 


7,860 


87 


8,470 


94 


Fulton 


3,200 


2,640 


83 


2,880 


99 


Gallatin 


1,200 


1,040 


86 


1,080 


90 


Garrard 


3,000 


2,290 


76 


2,840 


95 


Grant 


2,900 


2,440 


84 


2,670 


92 


Graves 


9,700 


8,490 


88 


8,770 


90 


Grayson 


4,400 


3,270 


74 


4,030 


92 


Green 


3,400 


2,540 


75 


3,130 


92 


Greenup 


8,100 


7,190 


89 


7,320 


90 


Hancock 


1,600 


1,250 


78 


1,340 


84 


Hardin 


14,300 


12,870 


90 


13,330 


93 


Harlan 


11,700 


8,860 


76 


10,640 


91 


Harrison 


4,300 


3,660 


85 


4,120 


96 


| Hart 


4,100 


3,360 


82 


3,840 


94 


Henderson 


10,400 


9,020 


87 


9,310 


90 


Henry 


3,400 


2,840 


83 


3,220 


95 


Hickman 


2,000 


1,710 


85 


1,830 


92 


Hopkins 


11,700 


9,590 


82 


10,670 


91 


Jackson 


2,600 


1,190 


46 


2,420 


93 


Jefferson 


186,400 


173,480 


93 


174,280 


94 


Jessamine 


3,800 


2,810 


74 


3,550 


93 


Johnson 


4,900 


3,830 


78 


4,460 


91 


Kenton 


37,100 


35,250 


95 


35,130 


95 


j Knott 


3,700 


2,050 


56 


3,180 


86 


Knox 


6,000 


4,010 


67 


5,580 


93 


Larue 


3,000 


2,510 


84 


2,730 


91 


Laurel 


6,400 


4,390 


69 


5,860 


92 


Lawrence 


3,100 


2,560 


83 


2,640 


85 


iiiiiiii i 

CD 
CD 


1,800 


870 


48 


1,650 


92 


Leslie 


2,100 


880 


42 


1,900 


90 


Letcher 


6,800 


4,540 


67 


6,050 


89 


Lewis 


3,500 


2,590 


74 


3,200 


92 


Lincoln 


4,500 


3,200 


71 


4,230 


94 


Livingston 


2,200 


1,830 


83 


1,890 


86 


Logan 


6,200 


5,210 


84 


5,520 


89 


Lyon 


1,500 


1,170 


78 


1,300 


87 


McCracken 


18,700 


16,830 


90 


16,900 


90 


McCreary 


2,600 


1,600 


61 


2,280 


88 


McLean 


2,800 


2,340 


84 


2,490 


89 


Madison 


9,500 


7,030 


74 


8,990 


95 


Magoffin 


2,500 


1,650 


66 


2,250 


90 


Marion 


4,100 


3,560 


87 


3,760 


92 


Marshall 


5,400 


4,830 


89 


4,950 


92 


Martin 


2,200 


1,500 


68 


1,710 


78 


Mason 


5,600 


4,700 


84 


5,230 


93 


Meade 


5,400 


4,960 


92 


5,080 


94 


Menifee 


1,100 


740 


67 


970 


88 


Mercer 


4,600 


3,700 


81 


4,430 


96 


Metcalfe 


2,400 


1,840 


77 


2,180 


91 


Monroe 


3,300 


2,720 


82 


2,990 


91 


Montgomery 


4,000 


2,740 


69 


3,830 


96 


Morgan 


2,800 


1,900 


68 


2,430 


87 


Muhlenberg 


7,800 


6,560 


84 


6,920 


89 


Nelson 


5,400 


4,690 


87 


5,040 


93 


Nicholas 


2,000 


1,510 


75 


1,860 


93 


Ohio 


5,100 


4,080 


80 


4,350 


85 


Oldham 


3,100 


2,800 


90 


2,870 


93 


Owen 


2,500 


1,980 


79 


2,200 


88 


Owsley 


1,300 


480 


37 


1,090 


84 


Pendleton 


3,000 


2,740 


91 


2,780 


93 


Perry 


7,400 


4,730 


64 


6,790 


92 


1 Pike 


15,400 


11,970 


78 


13,370 


87 
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TfJT A 1 
1 U 1 ML, 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HUM tS 


0/ 
70 


HOMES 


% 


Powell 


1700 


850 


50 


1,500 


88 


Pulaski 


9 600 


6,270 


65 


9,260 


97 


Robertson 


800 


670 


84 


730 


91 


Rockcastle 


3,zUu 


1,750 


55 


z,yzu 


Ql 


Rowan 


3,300 


2,480 


75 


3,160 


96 




3,000 


2,090 


70 


2,810 


94 


Scott 


4,500 


3,690 


82 


4,280 


95 


Shelby 


5,500 


4,860 


88 


5,050 


92 


*> • 

Simpson 


o,jUU 


2,960 


85 


o,oou 


Q7 


Soencer 


1,600 


1,410 


88 


1,420 


89 


Tavlor 


4,800 


3,660 


76 


4,620 


96 


Todd 

1 u u u 


3,300 


2,750 


83 


2,900 


88 


Trigg 


2,500 


2,080 


83 


2,150 


86 


Trimble 


i /inn 


1,220 


87 


1 300 
i ,ouu 




Union 


4,200 


3,480 


83 


3,590 


85 


Warren 


13,600 


11,520 


85 


12,550 


92 


Washington 


2,900 


2,470 


85 


2,690 


93 


Wayne 


3,700 


i Q/in 


^n 


3,460 


94 


Webster 


4,600 


3,500 


76 


3,990 


87 


Whitlev 

IT III LI C J 


6 700 


5,030 


75 


6,190 


92 


Wolfe 


1,600 


oon 
oo U 


lilt 

00 


1,360 


85 


Woodford 


3,400 


Z,//U 


Q1 


3,230 


95 


STATE TOTAL 


860,600 


TOO OQfl 




793,440 




LOUISIANA 












Acadia 


13,700 


11,500 


84 


12,660 


92 


A lion 

Alien 


j,jUU 


4,310 


78 




an 

all 


Ascension 


7,600 


5,950 


78 


6,700 


88 


Assumption 


4,500 


3,430 


76 


3,680 


82 


Avoyelles 


10,500 


8,390 


80 


9,390 


89 


Beauregard 


5,500 


4,080 


74 


4,840 


88 


Dienviiie 


4,bUu 


3,520 


77 


a i /in 


CM 

all 


Bossier 


16,400 


14,600 


89 


15,190 


93 


Caddo 


69,500 


61,700 


89 


64,430 


93 


Calcasieu 


43,400 


39,150 


90 


39,800 


92 


Caldwell 


2,400 


1,810 


76 


1,930 


81 


uameron 


i onn 

i,yuu 


1,570 


83 




an 


Catahoula 


3,100 


2,020 


65 


2,580 


83 


Claiborne 


5,400 


4,050 


75 


4,820 


89 


Concordia 


5,800 


4,020 


69 


4,990 


86 


Oe Soto 


6,700 


5,020 


75 


6,050 


90 


tasx Baton nouge 


cc nnn 
bb,UUU 


59760 


91 


CO 0"7H 


HO 


East Carroll 


3,600 


2,410 


67 


2,940 


82 

mm 


East Feliciana 


3,600 


2,470 


69 


2,960 


82 


Evangeline 


8,800 


6,420 


73 


8,050 


92 


Franklin 


6,500 


5,180 


80 


5,690 


88 


ui ani 


o,yuu 


2,980 


77 


o,jUU 


an 


Iberia 


14,300 


12,410 


87 


12,660 


89 


Iberville 


7,900 


6,350 


80 


6 870 


87 


Jackson 


4,700 


3,790 


81 


4,260 


91 


Jefferson 


63,100 


58 820 


93 


58,490 


93 


Jefferson uavis 


O A f\f\ 

5,400 


6,980 


83 


T CPA 

7,560 


90 


Lafavette 


24 200 


21,400 


88 


?1 Q70 


□ i 


Lafourche 


15 100 


13,410 


89 


13 140 


87 


La Salle 


3 9nn 

U, JUU 


3,000 


77 




87 


Lincoln 


7,400 


6 450 


87 


6,670 


90 


Livingston 


"7 cnn 
/,JUU 


5,990 


80 


6,690 


On 

89 


Madison 


4 400 


3,010 


68 


^ R^n 

0,0 JU 


87 

Of 


Morehouse 

III VI w ■ t v %M v w 




7,330 


81 


8 n^n 


flQ 

us 


Natchitoches 


Q 20n 


6,270 


68 


r °nn 


flC| 


Orleans 


195,000 


174 120 


89 


175,500 


90 


uuacnita 


30,900 


27,580 


89 


28,150 


91 


Plaoueminps 




5,260 


88 


J,£OU 


RR 
oo 


Pointe Coudpp 

i U illLw V UUU 


5 finn 

U ,uuu 


4,270 


76 


H,OOU 


R7 

O f 


Raoides 


31 inn 


27,550 


89 


97 Q^n 


all 


ff% -1 ffc * 

Red River 


2,700 


1,900 


70 


2,340 


87 


Richland 


6,000 


4,720 


79 


5,210 


87 


Sabine 


5,100 


3,310 


65 


4,580 


90 


St Bernard 


9,100 


8,730 


96 


8,520 


94 



COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 


% 


St Charles 


5,700 


5,060 


89 


5,340 


94 


St Helena 


2,200 


1,490 


68 


1,850 


A * 

84 


1 am pc 


A 900 


3,470 


83 


3,0.7 U 


flR 


St John The Bapt 


4,600 


3,790 


82 


4,090 


89' 


St Landry 


20,400 


15,660 


77 


17,670 


87 


St Martin 


7,200 


6,060 


84 


6,110 


85 


St Mary 


13,600 


11,900 


88 


11,850 


a i 

87 


Tammanv 

Ol 1 all I II I all J 


1 1 900 


9,780 


87 


q Rfin 


fifl 

OOI 


Tangipahoa 


16,400 


13,360 


81 


14,480 


88 


Tensas 


3,000 


1,960 


65 


2,440 


81 


Terrebonne 


15,800 


13,840 


88 


13,840 


88 


Union 


4,900 


4,120 


84 


4,370 


A A 

89 


Vprmilin n 

V C 1 II 1 1 1 1 U II 


11 40n 


9,890 


87 


in nn 


Rq 

03 


Vernon 


5,400 


3,960 


73 


4,780 


89 


Washington 


12,700 


10,210 


80 


11,710 


92 


Webster 


12,000 


10,040 


84 


10,750 


90 


West Baton Rouge 


3,900 


3,180 


81 


3,560 


at J 

91 


West Carroll 


3,700 


0 RRn 


7R 

/ 0 


3,120 


84 


West Feliciana 


2,200 


1 ^7n 


79 


1,980 


90 


Winn 


4,700 


0,40U 


74 


M ft A A 

4,200 


89 


f*T»Tf TATA 1 

STATE TOTAL 


934,700 


fin? KQn 




843,340 




MAINE 












Androscoggin 


26,600 


25,120 


94 


25,270 


95 


Am nctnnk 




23,810 


90 


9 1 ! 910 




Cumberland 


56,000 


52,830 


94 


52,700 


94 


Franklin 


5,700 


4,910 


86 


5,100 


90 


Hancock 


10,200 


9,500 


93 


8,910 


87 


Kennebec 


25,900 


23,920 


92 


A A Aft A 

23,930 


92 


Knox 

1 \ 1 1 U A 




8,050 


88 


8 470 

0,*+ / u 




Lincoln 


5,800 


5,300 


91 


5,380 


93 


Oxford 


12,800 


11,970 


94 


11,700 


91 


Penobscot 


35,900 


33,510 


93 


32,780 


91 


Piscataquis 


5,100 


4,690 


92 


4,520 


89 


OagdUdllU v 


7 oon 


6,370 


91 


fi 450 

u,*+uu 


92 


Somerset 


11,600 


in SQn 


91 

Q 1 


10,720 


92 


Waldo 


6,700 


6,020 


90 


5,960 


89 


Washington 


1 A AAA 
10,000 


8,890 


89 


O OOA 


oo 

00 


York 


OA OAA 


?R 71 n 




OO A OA 

zo,4zU 


Q/l 

a4 


BT«Tf TAT » 1 

STATE TOTAL 


one Ortrt 

285,200 


?fi4 1 cin 




O C>l /M fl 




MARYLAND 












Allegany 


25,500 


23,050 


90 


A « A A A 

24,020 


A * 

94 


Ann A rn n Ho 1 

Ml 1 II HIUIIUCI 


nnn 


53,970 


95 


54 790 

J^f, / £.U 


96 

UU 


Baltimore 


427,700 


415,770 


97 


416,150 


97 


Calvert 


4,100 


3,530 


86 


3,660 


89 


Caroline 


6,100 


5,190 


85 


5,490 


90 


Carroll 


14,800 


13,990 


95 


1 j§ A * A 

14,240 


96 


Ppril 


1 3 onn 


12,240 


94 


1 1 7^n 

J. J. , f UU 


90 


Charles 


8,300 


7,300 


88 


7,310 


88 


Dorchester 


9,200 


7,820 


85 


8,770 


95 


Frederick 


20,900 


19,370 


93 


19,400 


93 


Garrett 


5,500 


4,380 


80 


4,940 


nn 

90 


rial 1 UI U 


99 000 


20,630 


94 


20 480 


93 


Howard 


10,300 


9,700 


94 


9,810 


95 


Kent 


4,700 


4,210 


90 


4,330 


92 


Montgomery 


103,900 


99,430 


96 


100,990 


97 


Prince Georges 


107,000 


102,850 


96 


102,080 


95 


fliio d n A n n o c 
UU cell HIHICi 


^ nnn 


4,370 


87 


4 530 


91 


St Marys 


9,500 


8,630 


91 


8,720 


92 


Somerset 


5,800 


4,560 


79 


5,360 


92 


Talbot 


7,000 






6,550 


94 


Washington 


28,200 


79n 


Ql 


26,900 


95 


Wicomico 


15,400 


i ^ 7Rn 


8 ci 

u □ 


14,580 


95 


Worcester 


7,300 


5,760 


79 


6,660 


91 


STATE TOTAL 


n 1 o inn 

918,200 


872,560 




OOI A Oft 

ool ,4z0 




MASSACHUSETTS 












Barnstable 


23,700 


22,120 


93 


22,610 


95 
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COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES o'q 


RADIO 
HOMES 


% 


Berkshire 

|/V • H J 1 1 mm V 


44 100 

r T | A WW 


41,210 


93 


42 73fl 


97 


Bristol 


125 900 

X C— W j W WW 


120,650 


96 


120 210 


96 


0 ukes 


2 000 

*— | www 


1,680 


84 


1 910 


96 


Essex 


178 800 

1 / U ww 


171,240 


96 


172 oin 


96 


Franklin 


1 T inn 

17,200 


15,240 


89 


16,510 


96 


Hamoden 


134 400 

X W 1 | T W W 


126,780 


94 


128 760 


Q6 


Hampshire 

■ ■ li Ml #-P W Mil vgr 


28 500 

%m> W J W W W 


26,150 


92 


27 530 


97 


Middlesex 


364 800 

W W^ ■ | (W v W 


348,860 


96 




Q7 

j # 


Nantucket 


1 200 


1 n^n 


OO 


1 lRfl 




Norfolk 


152 5nn 


147 inn 


Qfi 


14Q *?nn 

1*+ J, JUU 


Qfi 
30 


Plymouth 


77,500 


73 900 

f \J j WWW 


95 


74,560 


96 


Worcester 


176,200 


1 67 090 

Aw/ j W wW 


95 


170,740 


97 


Cn«* llr 

Sun oik 


f\ A A flnn 

244,300 


222 750 


91 

W 1 


233,800 


96 


CT ATT TflTM 

STATt TOTAL 


i ct i inn 

1,571,100 


1.485 820 

1 p r W^ \# j \r m^ v 




1,517,190 




MICHIGAN 












Alcona 


1,900 


1,590 


84 


1,720 


A M 

90 


Alger 


2 500 

b f W W W 


2,210 


88 


2 340 


94 


Allegan 


17 100 

A / y X w w 


16,100 


94 


Ifi 470 




Alpena 


8 300 

\J f\J w w 


6,760 


81 


8 090 


98 


Antrim 


3 100 

\J f M, WW 


2,800 


90 


2 740 


OO 


Arenac 


1 Ann 

2,900 


2,620 


90 


2,600 


A M 

90 


Baraga 


2 000 

*— p www 


1,790 


89 


1 920 


96 

JU 


Barry 


9 800 

W j w 


9,180 


94 


9 300 

W p www 


95 

Jv 


Bay 


31 400 

U X | I w 


29,810 


95 


30 110 


96 

JU 


Benzie 


2.400 

£~p * WW 


2,110 


88 


2 180 


91 

w l 


Berrien 


a r inn 

46,700 


43,090 


92 


j| j| inn 

44,130 


A ^ 

95 


Branch 


10,300 


9,610 


93 


9 750 

W p / ww 


95 


Calhoun 


42 600 


40,450 


95 


40 640 


95 


Cass 


11 500 

* X | w W W^ 


10,690 


93 


10 790 


94 


Charlevoix 


4 000 

™p www 


3,610 


90 


1 770 


94 


Cheboygan 


4 i nn 

4,100 


3,440 


84 


3,940 


A A 

96 


Chinnewa 


9 400 

W p I w w 


8,280 


88 


8 980 


96 

il U 


Clare 


3 600 


3,210 


89 


3 430 


95 


Clinton 


10,900 

X W t w w 


10,380 


95 


10 560 


97 

j > 


Crawford 


1,400 


l ,210 


86 


1 280 

1 Uw 


92 

w X. 


Delta 


i n nnn 

10,000 


8,930 


89 


A. A A A 

9,800 


A A 

98 


Dickinson 

■r ■ 1*111 W V >p | 


7 500 

/ p W W W 


7,000 


93 


7 280 


97 

j # 


Eaton 


15 000 

X \f p l«r %r W 


14,220 


95 


14 310 


95 


Emmet 


4 700 

i j 1 WW 


4,070 


87 


4 540 


97 


Genesee 


112 800 

X X p u w w^ 


107,550 


95 


107 500 

1 w / p www 


95 

ww 


1 « /lull r. 

biadwin 


1 inn 

3,200 


2,870 


90 


n a n a 

3,030 


A r 

95 


Gogebic 


7 600 

r f v W W 


6,700 


88 


7 410 


93 
j j 


Grand Traverse 


9 500 


8,540 


90 


8 960 

KJ p Www 


94 


Gratiot 


10 800 

A W f\JV w 


9,970 


92 


10 210 


95 


Hillsdale 


10 500 

X U|WVU 


9,500 


90 


10 040 

A UjU"U 


96 

WW 


Houghton 


10,500 


8,890 


85 


1 A n A A 

10,300 


A A 

98 


Huron 


9 600 

*/f V w w 


8,690 


91 


9 140 


97 

j # 


Ingham 

■ * ■ fcj • 1 U Ml 


63 300 


59,340 


94 


60 640 


JU 


Ionia 


11 900 


11,320 


95 


11 400 


□ u 


Iosco 


5 300 


4,960 


94 


*} 040 


95 


Iron 


c inn 

5,300 


4,810 


91 


5,220 


A A 

98 


Isabella 


9 200 

Wfb W W 


8,330 


91 


8 910 


97 

w f 


Jackson 


39 100 

v W f x w w 


37,070 


95 


37 420 

W / J I *— w 


96 

JU 


Kalamazoo 

■ % li ■ li III li 


51,000 

W X f W W W 


47,910 


94 


49 010 

r W | W X W 


96 

WW 


Kalkaska 

f IU 111 U v ■ 1 U 


1 300 

» pWWW 


1,140 


87 


1 170 


90 

w w 


Kent 


1 i 1 inn 

112,200 


104,420 


93 


i n O: nnn 

108,390 


97 


Keweenaw 


800 


710 


89 


740 

/ *T W 


93 


Lake 


1 800 

X p uu w 


1,530 


85 


1 610 

1 p XI 1 w 


89 


Laneer 


11 200 


10,620 


95 


10 560 


94 


Leelanau 

■ u iiu u 


2 800 


2,500 


89 


2 560 


91 

w 1 


Lenawee 


1 *i Inn 

23,200 


21,750 


94 


A A n A A 

22,300 


A A 

96 


Livingston 


11,500 


10,950 


95 


11,170 


97 


Luce 


1,700 


1,430 


84 


1,510 


89 


Mackinac 


3,000 


2,630 


88 


2,870 


96 


Macomb 


117,900 


114,590 


97 


113,770 


97 


rianistee 


6,000 


5,460 


91 


5,770 


96 



COUNTY 


TOTAL 
HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 




Mamuette 


16,400 


15,390 


94 


15,970 


97 


Mason 


6,900 


5,830 


85 


6,580 


95 


Mecosta 


5 800 

W f \J*J w 


5,250 


90 


5 420 

W p 1 ^— w 


93 


Menominee 

? W 4 V * ■ W 1 II 1 II V V 


7,100 


/* c r»n 

6,580 


A A 

93 


6,750 


95 


Midland 


14, /UU 


14,060 


96 


i a om 
14, tall 


y/ 


Missaukee 

Mil W v I v 


1,900 


1,610 


85 


1,740 


92 


Monroe 


29300 


27,980 


95 


28,100 


96 


Montcalm 

111 W * ■ * V 1* ■ ■ I ■ 


11 400 

X X p I w w 


10,620 


93 


10 680 


94 


Montmorencv 

1 14 V # ■ 4 111 W ■ V * l V w 


1 400 

Iii w w 


1 4 Aa 

1,120 


A A 

80 


1 330 

X p w w w 


95 

w w 


Muskegon 


a a inn 

44,300 


41,620 


94 


a o c *5n 

42,530 


96 


Newaygo 


7 200 


6,520 


91 


6 730 


94 


Oakland 


210 600 

I_ X w p w \^ \^ 


203,990 


97 


203 230 

b W W p b W W 


97 

w * 


Oceana 


4 800 

i I www 


4,130 


86 


4 420 

1 f T b W 


92 


Ogemaw 


2,900 


A A A 

2,620 


A A 

90 


2,640 


91 


Ontonagon 


3,100 


2,490 


80 


1 non 

2,920 


ftA 

94 


Osceola 


4,000 


3,620 


91 


3,700 

W f * W V 


93 

w « 


Oscoda 


1,200 


940 


78 


1 070 

X p v f W 


90 


Otsego 


2,200 

p ^— W v 


2,000 


91 


2,170 


99 


Ottawa 


29,200 


27,310 


A A 

94 


28 530 


98 


Presque Isle 


3,600 


2,830 


79 


q on 

3,520 


no 
98 


Roscommon 

v « iii iii m i 


2,500 


2,360 


95 


2,350 


94 


Saginaw 


55 400 


52,590 


95 


52,240 


94 


St Clair 


32,600 


30,690 


94 


31,300 


96 


St Josenh 


13 800 


1 O. AAA 

12,990 


A A 

94 


13,040 


95 


Sanilac 


n cnn 


8,740 


91 


n o "n 


97 


Schoolcraft 


2,600 


2,160 


83 


2,450 


94 


Shiawassee 


16,100 


15,150 


94 


15,120 


94 


Tuscola 


12,200 


ii qon 


jj 


11,640 


95 


Van Buren 


15,600 


14,680 


94 


14,620 


94 


Washtenaw 


49,900 


AC r\Ar\ 

4b, 040 


nn 

90 


47,600 


95 


Wayne 


796,600 


irr n Art 

755,340 


95 


759,960 


95 


Wexford 


5,500 


5,080 


no 

92 


5,260 


96 


STATE TOTAL 


2,336,500 


2,200,050 




2,234,660 




MINNESOTA 












Aitkin 


i t nn 

3,700 


3,260 


88 


3,570 


no 

96 


Anoka 

fill U l»« 


24 000 


23,340 


97 


23 160 

L J| 1 UU 


97 


Ror Vpr 


6 800 

u,uuu 


5,720 


84 


fi 510 

U, J 1 u 


96 

JU 


Bp If ram i 

fdiianii 


6 400 

U," UU 


4,240 


66 


6 050 

U,U JU 


95 

J w 


Rpntn n 


4 600 


4,150 


90 


4 480 


97 

w 1 


Big Stone 


a r nn 

2,500 


2,210 


89 


a j a n 

2,430 


A 

97 


Blue Earth 


13 100 

1 \Jf 1UU 


11,770 


90 


12 770 

It.,* / u 


98 

JU 


Brnwn 

Wl U TT II 


8 100 

U, I UU 


7,010 


87 


7 950 

/ , J JU 


98 

JU 


Carltnn 

VO 1 I \ U II 


7 900 

> , JUU 


7,340 


93 


7 590 

/ , J JU 


96 

JU 


Harvpr 

vol 161 


6 000 

W p www 


5,670 


95 


5 720 


95 

WW 


Cass 


a on n 

4,800 


3,230 


67 


Jl din 

4,430 


A A 

92 


nhinnpwa 

UIIIUU6 no 


4 900 

" , JUU 


4,100 


84 


4 860 


99 

j j 


rhicaffn 


4 100 

*T , 1 U U 


3,700 


90 


3 990 


97 

j/ 


Plav 


1 1 300 


10,720 


95 


1 1 040 


98 

JU 


riparwatpr 


? soo 


1,730 


69 


? 330 


93 


Cook 


i nn n 

1,000 


820 


82 


nnn 

900 


n a 

90 


Pnttn nwnnri 

UUllUIITTUUU 


4 900 

*T, JUU 


3,600 


73 


4 800 

*T , ouu 


98 

J u 


Crow Winp 


9 800 

J , UUu 


8,270 


84 


9 250 


94 


Qaknta 


22 700 

4. £. f f WW 


21,690 


96 


21 970 


97 


0 ndPE 


3 800 


3,320 


87 


3 590 

w w w 


95 

>J*J 


n 1 

Oouglas 


/* inn 

6,300 


5,410 


86 


/* 1 Tn 

6,170 


n o 

98 


Farihaiilt 


7 100 

/ , 1 UU 


6,390 


90 


6 880 

u, oou 


97 

j # 


Fillmnre 

1 IIIIIIUI6 


7 000 

1 t www 


6,320 


90 


6 760 

U, / \J\J 


97 


Frpphnrn 

• 1 66UUI II 


11 400 


10,510 


92 


10 920 

I U, J£U 


JU 


Rnn rihup 


10 000 


9,190 


92 






Grant 


a c nn 

2,500 


2,300 


92 


A A An 

2.480 


An 

99 


Upnnpnin 

llCIIII bfj III 


269 400 

£.U«J ,TUU 


251,190 


93 


260 240 

&.UU ,t-*tU 


97 

j # 


HniKtn n 

IIU UJ IU II 


4 700 


4,230 


90 


4 SfiO 


97 

j # 


Hubbard 


2 900 

<tm t WWW 


1,920 


66 


2 790 

b t f WW 


96 

WW 


Isanti 


3,600 


3,200 


89 


3,470 


96 


Itasca 


11,200 


9,730 


87 


10,300 


92 


Jackson 


4,500 


3,880 


86 


4.420 


98 


Kanabec 


2,600 


2,240 


86 


2,520 


97 
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M I N N ESOTA/ continued 

TOTAL 

COUNTY HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 


% | 


Kandiyohi 


8,500 


7,200 


85 


8,350 


iiiiiiiiii 

CO 


Kittson 


2,400 


1,790 


74 


o ocn 


Illlllllll 

CO 


Koochiching 


5,200 


3,840 


74 


5,000 

V | W w w 


Illllllllll 
to 


lac Qui Parle 


3,900 


A A *T A 

3,370 


A A 

86 


3,850 


99 


Lake 


4,300 


A AAA 

3,960 


A A 

92 


4,080 


imiiii 


lake Of The Wood 


1,300 


^ A A 

590 


a mm 

45 


1,280 


CO 

Illllll 


Le Sueur 


6,000 


r A A A 

5,420 


A A 

90 


5,ooJ 


97 


Lincoln 


2,800 


2,430 


87 


2,720 


97 1 


Lyon 


6,400 


^ A ^ A 

5,350 


84 


6,350 


99 


McLeod 


7,300 


a *T A A 

6,720 


92 


7,150 


98 


Mahnoman 


1,600 


4 A J A 

1,340 


A A 

84 


1,520 


95 


Marshall 


A A AA 

3,900 


A A ^ A 

3,250 


A A 

83 


3,830 


iiiiiiiiui 

CO 

cn 


Martin 


8,200 


7,340 


89 


8 120 


CO 
CO 

Illlllllll 


Meeker 


^ ^ A A 

5,500 


A AAA 

4,860 


88 


5 400 


98 


Mille Lacs 


4,200 


A A A A 

3,680 


A A 

88 


4,040 


iiiiiiii 

CO 

CD 


Morrison 


7,000 


5,770 


A A 

82 


6,760 


llllllll 

cn 


Mower 


*t J A A^\ 

14,200 


1 A A 1 A 

13,310 


A A 

94 


■I o con 

13,580 


llllllllill 

CO 

cn 


Murray 


3,900 


3,530 


91 


3,810 


98 1 


Nicollet 


^ *T A A 

5,700 


^ "1 ^ A 

5,150 


A A 

90 


5,560 


98 


Nobles 


A ^» A Ai 

6,700 


A A 1 A 

6,210 


A A 

93 


6,590 


98 


Norman 


3,300 


A *t A A 

2,760 


84 


3,190 


97 


Olmsted 


19,700 


m at AAA 

18,360 


A A 

93 


19,050 


CO 

Illlllllll 


Otter Tail 


13,900 


11,740 


84 


13 570 


CO 
CO 

Illllllll 1 


Pennington 


A ~ F A A 

3,700 


A A r* A 

2,950 


A A 

80 


3 670 


99 


Pine 


4,800 


A A*T f\ 

4,070 


85 


4,560 


95 


Pipestone 


j| AAA 

4,000 


A A 1 A 

3,610 


A A 

90 


3,920 


iiiiiiii 

CO 

cn 


Polk 


A. A A 

10,400 


A, 1 A A 

9,180 


88 


inn cn 

10,250 


99 


Pope 


3,400 


2,730 


80 


3,320 


98 1 


Ramsey 


am AA *TA A 

129,700 


am a m f% A Ai 

121,680 


A A 

94 


124.510 

X h It V/ X W 


iiiiiiii 

CO 

cn 


Red Lake 


1,500 


AAA 

1,290 


A A 

86 


1,460 


97 


Redwood 


6,300 


5,060 


f% A 

80 


6,210 


99 


Renville 


6,700 


f A A A 

5,640 


A A 

84 


/■> /"OA 

6,620 


99 I 


Rice 


10,000 


9,120 


91 


9 770 

V f M t W 


K Illllll 
CO 

cn 


Rock 


3,300 


A 4 4A 

3,110 


94 


3 260 


99 


Roseau 


A AAA 

3,300 


t a r* a 

1,850 


f" A 

56 


3,250 


99 


St Louis 


73,300 


67,360 


A A 

92 


70,000 


96 


Scott 


A A a A 

6,000 


W ™ F A A 

5,730 


A f" 

95 


P" A Jl A 

5,640 


94 jf 


Sherburne 


3,400 


3,100 


91 


3 260 


96 1 


Sibley 


4,600 


4,170 


91 


4 480 


97 


A a 

Stearns 


19,700 


17,610 


A A 

89 


19,290 


CO 
CO 

llllllll 


a ~ • 

Steele 


A A A 

7,600 


^» A A A 

7,030 


A A 

93 


7,340 


97 


Stevens 


3,100 


2,730 


88 


A A A A 

3,040 


98 | 


Swift 


4,200 


3,600 


86 


4 120 


CO 
CO 

Illllllllll 


Todd 


6,600 


mmw A A A 

5,230 


79 


6 380 


97 


Traverse 


A AAA 

2,200 


1,950 


A A 

89 


2,160 


98 


Wabasha 


j| a A A 

4,900 


4,450 


91 


4,660 


95 


Wadena 


A ^ A A 

3,500 


A f f A 

2,550 


A 

73 


A A A A 

3,360 


96 1 


Waseca 


4,900 


4,470 


91 


4 800 


98 


lit _ L * * 

Washington 


*m A A A A 

14,800 


1 1 AAA 

14,060 


95 


14 190 


mini 

CO 

cn 


Watonwan 


4,200 


3,600 


86 


4,170 


Illllll 
cn 


111 lllj Tn 

Wilkin 


O O A A 

2,900 


A A A A 

2,680 


A A 

92 


2,840 


98 


Winona 


11,900 


10,460 


88 


1 1 f A A 

11,530 


97 ] 


Wright 


8,500 


7,650 


90 


8 240 


97 I 


Yellow Medicine 


4,500 


3,320 


74 


4,190 


93 1 


STATE TOTAL 


1,019,900 


922,410 




984,930 





MISSISSIPPI 



Adams 


10,500 


7,700 


73 


8,960 


85 


Alcorn 


7,300 


5,540 


76 


6,850 


94 


Amite 


3,600 


2,310 


64 


3,150 


87 


Attala 


5,400 


3,560 


66 


4,690 


87 


Benton 


1,800 


1,280 


71 


1,640 


91 


Bolivar 


12,800 


7,230 


56 


11,350 


89 


Calhoun 


4,200 


3,040 


72 


3,980 


95 


Carroll 


2,400 


1,210 


50 


2,110 


88 


Chickasaw 


4,400 


3,140 


71 


4,060 


92 


Choctaw 


2,200 


1,380 


63 


2,020 


92 



COUNTY 


TrtT A 1 

1 U 1 AL 

HOMES 


TELEVISION 
HOMES % 


RADIO 
HOMES 


9 


uaiDorne 


z,600 


1,530 


59 


2,230 


8 


Clarke 


4,300 


A 1 A A 

3,180 


A 

74 


3 610 

W |W J- w 


8 

w 


Clay 


5,100 


3,750 


—m a 

74 


4,580 


91 


Coahoma 


11,800 


7,430 


A A 

63 


10,470 


8! 


Copiah 


6,800 


1* A A A 

5,080 


75 


5,820 


8 


Covington 


1 A f\f\ 

3,400 


2,430 


72 


2,960 


8/| 


De Soto 


5,600 


3,910 


70 


4 810 


8E 

w « 


Forrest 


15,300 


12,990 


85 


13,740 


9( 


Franklin 


2,500 


1,570 


A A 

63 


2,030 


81 


George 


2,800 


2,400 


86 


2,320 


83 


Greene 


n r\f\f\ 

2,000 


1,280 


64 


1 *71A 

1,720 


8G 


Grenada 


5,000 


3,330 


A -l 

67 


4,420 


88 


Hancock 


4,000 


O inn 

o,z00 


on 
80 


3,640 


91 


Harrison 


33,800 


on *7 on 

29,780 


88 


30,220 


89 


Hinds 


53,300 


46,790 


88 


49,090 


92 


Holmes 


6,400 


4,050 


63 


5,540 


87 


Humphreys 

■ P ti WwW mwP IIP mff m 


4,200 


2,680 


64 


3,390 


81 


Issaquena 


800 


430 


54 


650 


81 


Itawamba 


4,100 


3,150 


77 


3,710 


91 


Jackson 


16,400 


14,200 


87 


14,830 


90 


Jasper 


4,100 


3,110 


76 


3,620 


88 


Jefferson 


2 500 


1 1 A f\ 

1,240 


cn 

50 


2 150 


86 

w w ; 


Jefferson Davis 


3,200 


1 A 1 A 

2,010 


63 


2,740 


86 


Jones 


16,200 


1 O ODA 

13,820 


85 


14,890 


92 


Kemper 


2,700 


1 *7AA 

1,700 


63 


2,210 


82 


Lafayette 


5,000 


3,710 


74 


>i ^ on 

4,480 


nn 
90 


Lamar 


3,700 


2,880 


78 


3,200 


86 


Lauderdale 


19,600 


1 /* O^A 

16,830 


86 


17,950 


92 


Lawrence 


2,600 


i Tr a 

1,750 


67 


2,230 


86 


Leake 


4,600 


O A *T A 

3,470 


75 


3,940 


86 


Lee 


1^,000 


9,570 


80 


11 A A A 

11,040 


92 


Leflore 


11,900 


7,860 


66 


10 780 

mtm W | / V W 


91 


Lincoln 


7,200 


5,310 


74 


6,490 


90 


Lowndes 


12,600 


10,380 


no 

82 


11,500 


91 


Madison 


7,500 


c or 1 a 

5,260 


70 


6,630 


88 


W M A w ■ A n 

Marion 


b/UU 


4,290 


69 


5,590 


nn 

90 


Marshall 


5 200 


3,580 


69 


4 510 


87 


Monroe 


9,200 


7,240 


7ft 

79 


8,100 


88 


Montgomery 


3,600 


2,210 


61 


3,280 


91 


Neshoba 


5,400 


A -I A A 

4,120 


76 


4,840 


90 


Newton 


t? AAA 

5,000 


3,850 


77 


yi yi OA 

4,430 


ft A 

89 


Noxubee 


3.900 


2,200 


r* a 

56 


3.390 


87 

w § 


Oktibbeha 


6,200 


4,140 


67 


5,570 


90 


Panola 


7,000 


r o A A 

5,340 


76 


6,220 


89 


Pearl River 


6,200 


4,920 


7ft 

79 


5,560 


90 


Perry 


2,300 


1,690 


73 


i n nn 

1,990 


86 


Pike 


9,700 


7,050 


7n 

73 


8,840 


91 


Pontotoc 


4,800 


3,650 


76 


4,200 


88 


Prentiss 


5,000 


O AAA 

3,900 


7ft 

78 


4,590 


92 


Quitman 


4,600 


a nor* 

2,980 


65 


3,910 


85 


KanKin 


/,y00 


6,270 


79 


coin 

b,yio 


DO 
00 


Scott 


5 500 


4,190 


76 


4 820 


88 


Sharkey 


2,500 


■« mmw mmw A 

1,550 


A A 

62 


2,160 


86 


Simpson 


5,100 


A AAA 

3,980 


78 


4,530 


8S 


Smith 


3,600 


A ^ A A 

2,590 


■f A 

72 


3,040 


84 


Stone 


1,900 


1,480 


78 


i con 


DC 

ob 


Sunfl ower 


9 900 


5,640 


57 


8 670 


88 


Tallahatchie 


5,400 


3,140 


58 


4,720 


87 


Tate 


4,300 


3,130 


73 


3,940 


92 


Tippah 


4,000 


3,200 


80 


3,430 


86 


Tishomingo 


A AAA 

4,000 


2,800 


70 


o c on 

3,530 


oo 

88 


Tunica 


? 700 


2,320 


63 


3 170 


86 

w v 


Union 


5,300 


4,550 


A A 

86 


4,880 


92 


Walthall 


3,300 


2,180 


66 


2,820 


86 


Warren 


12,600 


9,680 


77 


11,100 


88 


Washington 


21,100 


14,790 


70 


18,670 


89 


Wayne 


4,000 


2,750 


69 


3,520 


88 
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TOTAL 


TELEVISION 


RADIO 




f fW 1 KIXV 

COU NTT 




HOMES 


iO 


UAliCC 

nUMD 


"o 


Iff — 1»_ X _ _ 

Webster 


2,800 


1 Gfift 


bo 


o con 

2,580 


92 


Wilkinson 


3,200 


1,760 


55 


2,760 


86 


Winston 

II 1 1 1 V »W | | 


4,700 


3,270 


69 


4,380 


93 


Yalobusha 


3 200 


2,020 


63 


2 840 


89 


Yazoo 


7,800 


5,570 


71 


6,870 


88 


STATE TOTAL 


570,300 


428,370 




^ A A M A A 

508,430 




MISSOURI 












Adair 


6,700 


5,950 


89 


6.36D 


95 


Andrew 


3,600 


0,£OU 


Q1 


3,430 


95 


Atchison 


£,900 


£,ouu 


an 


o 7on 


9b 


Audrain 


8 600 


7 ci n 

/,olU 


Q1 


8 140 


95 


Sarrv 


6,000 


j,UjU 




5,570 


93 


Barton 


3,800 


3,280 


86 


3,520 


93 


Sates 


5,600 




04 


5,340 


95 


Benton 


1 1 f\f\ 

3,100 


9 49fl 
£,4£U 


/ O 


o oon 
£,3£U 


OA 

94 


8ollin?er 


2,700 


o i cn 

£, luU 


on 
ou 


2,570 


95 


Soone 

1 


16,300 


1 4 , J£U 


09 


15,650 


96 


, Buchanan 


29,500 


26,730 


91 


27,200 


92 


1 Sutler 


10,700 


ft RQfl 
o DiJU 


ou 


9,560 


89 


Caldwell 


n inn 


£,3 1U 


QI 


n n;n 


9 b 


Callaway 


6,500 


R 7Qfi 


flQ 
03 


6,100 


94 


Camden 


3,200 


£,uOU 


fl? 
OZ 


2,990 


94 


Cape Girardeau 


13,200 


11,840 


90 


12,390 


94 


Carroll 


4,600 


3 QQfl 


fl7 
O / 


4,430 


96 


a. __x M 

Carter 


1,0UU 


/ ou 


30 


1 1 on 
l,lh)U 


3£ 


Cass 


9,700 


0,3 1U 


Q9 
3£ 


9,300 


96 


Cedar 


3.200 


9 cm 


fl5 


3,040 


95 


Chariton 


4,100 


3,300 


80 


3,830 


93 


Christian 


4,000 


"5 ^nn 


flit 

00 


3,720 


93 


Clark 


o onn 

2,800 


9 A"5fl 
£,4JU 


fl7 
0 / 


£,bo0 


94 


Clay 


29,200 


97 C7fl 
£/,0/U 


33 


28,380 


97 


Clinton 


4,000 


o,34U 


flQ 
03 


3,810 


95 


[Cole 


11,800 


11,040 


94 


11,280 


96 


I Cooper 


4,900 




00 


4,670 


95 


1 Crawford 


4, £00 


7 inn 

0, 1UU 


74 
/ 4 


o ocn 


no 
92 


lOade 


2 500 


9 i an 

£, lOU 


fl7 
0/ 


2,300 


92 


1 Oallas 
f 


3,100 


9 can 


flfi 
00 


2,880 


93 


lOaviess 


3,300 


2,900 


88 


3,130 


95 


Oe Kalb 


2,500 


9 1 3n 


fl5 

03 


2,370 


95 


Uent 


o,500 


9 A^n 

£,40U 


7n 


3, £50 


no 
94 


Oouglas 


2,600 


9 1 9n 

£, 1£U 


fl9 


2,420 


93 


Ounklin 


11,300 


q mn 

3,0 1U 


04 


10,140 


90 


Franklin 


14,200 


13,110 


92 


13,500 


95 


Gasconade 


4,000 


7 91C\ 
J,£/U 


a? 


3,700 


93 


la entry 


o,U00 


9 ^ An 


flE? 

03 


i 7 on 
£,/80 


93 


Greene 


42,800 


3q Ain 

03,41U 


Q9 
3i 


40,100 


94 


Grundy 


4,300 


3 C9n 


flA 
04 


4,180 


97 


(Harrison 


3,900 


3,370 


86 


3,790 


97 


(Henry 


6,600 


c con 
j,boU 


ob 


6,280 


95 


■fickory 


1,600 


i Q9n 

1,0£U 


fl9 


1,490 


93 


Holt 


2 700 


9 ion 


fll 
O 1 


2 530 


94 


Howard 


3,400 


9 Q»n 


flfi 

00 


3,220 


95 


llowell 


7,000 


4,720 


67 


6,620 


95 


\ron 


2,300 


i 7Qn 


7fl 

/ 0 


2,070 


90 


acKson 


oip onn 
216, £00 


1Q7 ^nn 


QI 
3 1 


ono i cn 
202,150 


94 


asper 


27,300 


9A t\Qn 


Qn 

3U 


25,010 


92 


efferson 


20 600 


1Q "57n 


QA 
34 


19 340 

A v y ^/ TU 


94 


ohnson 


9,000 


8,070 


90 


8,670 


96 


tnox 


2,200 


i o^n 


flQ 
03 


2,030 


92 


aciede 


6,100 


^ i7n 
0, 1 /u 


flt? 
03 


5,720 


nA 

94 


afayette 


8,200 


7 /i i n 

1U 


Qn 

3U 


7 840 


96 


awrence 


7,700 


6 490 


84 


7,210 


94 


ewis 


3,500 


3,040 


87 


3,310 


95 


mcoln 


5,000 


4,380 


88 


4,620 


92 


inn 


5,900 


4,980 


84 


5,680 


96 


ivingston 


5,400 


4,600 


85 


5,110 


95 
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TOTAL 


TELEVISION 


RADIO 




COUNTY 


HOMES 


HOMES 


% 


HOMES 


% 


McOonald 


3,900 




O 1 


3,450 


A At 

89 


Macon 


5,800 


5,110 


88 


5,460 


94 


Madison 


2,900 


£,0>7U 


R? 

u£ 


2,640 


91 


Manes 


2,200 


1 810 


82 


A A A 

2,070 


94 


* • 

Marion 


9,900 


q n i n 


□ i 


9,410 


95 


Mercer 


1,900 


1|J4U 


R1 

O 1 


1,770 


#% A 

93 


I Miller 


4,400 


3,830 


87 


4,180 


95 


Mississippi 


5,600 




fiR 


4,620 


83 


Moniteau 


3,500 


j,uou 


flfi 

00 


3,210 


92 


Monroe 


3,600 


0,£ OU 


qn 


3,450 


96 


Montgomery 


3,800 




fl7 

O 1 


3,630 


9& 


Morgan 


3,200 


2,760 


86 


2,980 


93 


New Madrid 


7,800 


0,43U 


R3 
o«> 


6,570 


84 


Newton 


9,800 


o,oou 


u 1 


9,100 


93 


Nodaway 


6,7000 


J,OOU 


O 1 


6,520 


97 


Oregon 


&\ 4 A A 

3,100 


1 770 


S7 


A rt r~ A 

2,950 


95 


Osage 


3,100 


2,470 


80 


2,980 


96 


Ozark 


2,000 


1 ^90 

1 , J£U 


7R 

f u 


1,860 


93 


Pemiscot 


9,900 


O, lJu 


OA. 


8,610 


A ^ 

87 


Perry 


4,200 




84 


3,940 


A a 

94 


rt ■ ■ * 

Pettis 


12,000 


in Rin 

1U, J 1U 


oo 


4 4 A A A 

11,200 


A Au 

93 


Phelps 


7,800 


6,250 


80 


7,270 


93 


Pike 


5,600 


4 jinn 

4, OUU 


RR 
o □ 


5,050 


90 


Platte 


7,500 


fi QQn 




" » A A A 

7,220 


A A 

96 


Polk 


4,600 


1 8^n 


fll 


• A « A 

4,340 


94 


Pulaski 


8,700 


7 400 


85 


^ AAA 

7,860 


90 


Putnam 


2,300 


2,120 


A A 

92 


2,220 


97 


| Ralls 


2,600 


9 3j*n 




2,510 


97 


Randolph 


7,800 


fi pnn 


flfi 
oo 


7,570 


A ^ 

97 


Ray 


5,400 


4 RQn 


9 1 


5,070 


A Jl 

94 


Reynolds 


1,500 


i n?n 


R8 


1,340 


89 


Ripley 


2,900 


1,740 


60 


2,600 


90 


St. Charles 


16,200 


1 ^ 990 




15,340 


95 


St. Clair 


3,000 


? ^xn 


7Q 


2,800 


93 


St. Francois 


11,100 




Qn 


4 A w— Aa 

10,580 


95 


St. Louis 


m n 1 A A A 

461,000 


44n i?n 

44U, 1 £U 




A Art rt - »A 

438,870 


mm. ^ 

95 


Ste. Genevieve 


3,300 


2,950 


89 


3,160 


96 


Saline 


7,900 


□ qC\J 


flfi 

oo 


7,640 


97 


Schuyler 


1,700 


i ^fin 


8n 


4 n 4 A. 

1,610 


95 


Scotland 


n A A A 

2,200 


1 Q7n 


Qn 


A 4 A. A 

2,100 


95 


Scott 


9,600 


a fi^n 

0|UOU 


Qn 


8,640 


90 


Shannon 


2,100 


1,170 


56 


1,930 


92 


Shelby 


3,100 


? 7nn 


87 

O f 


2,980 


96 


Stoddard 


8,500 


7 4fi0 


flfi 
oo 


7,650 


A A 

90 


Stone 


2,500 


i Q^n 


77 


A A A A 

2,400 


#% A 

96 


Sullivan 


2,900 


9 snn 

£, JUU 


RR 
ou 


2,820 


A 

97 


Taney 


3,400 


2,960 


87 


3,220 


95 


Texas 


5,500 


3 QRn 


19 


5,020 


91 


Vernon 


6,300 


^ °sn 


fl4 

04 


6,020 


96 


Warren 


2,800 


9 


0 J 


2,700 


97 


Washington 


4,000 


^ 3an 


O J 


3,560 


89 


Wavnp 

i f a j 1 1 c 


2 700 


2,090 


78 


2 460 


91 


Webster 


4,300 


3,570 


83 


3,850 


90 


Worth 


1,300 


1,200 


92 


1,270 


97 


Wright 


4,500 


3,400 


76 


4,190 


93 


STATE TOTAL 


1,387,000 


1,255,910 




1,305,620 





ii iiiinniiiiiiiii'ii"'' t'f i'fi" '■ p'l m "in i iiiim in 

iSotr: Nielsen radio and television oivnersJtip 
estimates for Montana through Wyoming will he 
reprinted in this form in next week's issue. 24 
December* 
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Steverino! Lots of the gay charm of the Steve 
Allen Show lies in the spur-of-the-moment inspi- 
rations of its star, duplicated with unique 
"noiv-ness" for coast-to-coast syndication. 



Peacherino! If you get the impression from this 
commercial of a real-live-girl with peaches- 
and-cream complexion, credit "New Woodbury 
Beauty Bar" and "SCOTCH" BRAND Video Tape! 



For the drama of "it's happening now". 
Scotch® brand Live-Action Video Tape! 



Visual presence* the feeling of "it's happening 
now," adds vicwcr-convineing bclievability and 
exeitement, helps put drama in show and com- 
mercial alike ! And the sure way to capture presence 
extraordinary is with "Scotch" brand Live- 
Aetion Video Tape. 

Complete compatibility of pieture souree and 
picture (both electronic) aehieves sharply defined 
tonal values for superior picture quality, both in 
black-and-white and color. And the superb pie- 
ture recorded on the master tape is readily trans- 
ferred to duplicate tapes, or kines. 

Video tape also makes production "happen 
now!" It performs instantly, needs no processing, 
plays back immediately. Taped news events can 

SCOTCH' IS * RFG'STEOED TRADEMARK OF 
M liHtSQT* M N t N ^ J HANI FACTURiNS CO. ST. 
PAU I MiNft EXPORT 9} P»(1K AV£ NEWVORK. 
CAN»0» LONDON ONTARIO £ I J 6 2 . 3 M CO 



go on the air fast. Creators of shows and com- 
mercials can sec how production is going mere 
niinutcs after aetual shooting, when improve- 
ment is easy, changes economical. You can view 
newly produced special effects right away, too! 
Video tape combines visual elements with in- 
stantaneous speed, and in creative hands there's 
practically no limit to the number of special effects 
possible on "Scotch" Video Tape. 

"Techniques of Editing Video Tape/* a 32- 
page broehure, reports on current praetiees that 
are making tape editing easier than ever and pro- 
vides examples of special effects. For your eopy — 
free — write Magnetic Products Division, Dept. 
MCK-122, 3M Company, St. Paul 1, Minn. 

magnetic Products Division 



SPONSOR/17 DECEMBER 



WASHINGTON WEEK 



What's happening 
in U.S. Government 
that affects sponsors, 



T7 DECEMBER 1962 / o*yri*t imz B agencies, stations 



Kenneth A. Cox has been tapped by the White House to be a member of the 
FCC to take the place of retiring T. A. M. Craven: This will cause a further shift 
in the balance of power on the regulatory agency* 

Craven reaches the mandatory retirement age of 70 and quits the FCC on 31 January. 
The Cox appointment will be for the balance of his term, which ends in June. There 
is little doubt that the present intention is to reappoint Cox for a full 7-year term at that time. 

The mandatory retirement age can, in fact, he quite flexible depending on how badly 
continued services are desired. Craven frequently voted against Chairman Minow and was a 
staunch advocate of freedom for broadcasters to make their own business and pro- 
gram decisions* Rosel Hyde will now be the only full-fledged member of this club remain- 
ing on the commission. 

Cox came out of the West at the bidding of Senate Commerce Committee chairman War- 
ren Magnuson (D., Wash.) to take over that Committee's various probes into tv. Before he 
was finished, he had probed the ills of UHF and had developed a very strong belief that 
tv must use those channels in order to provide a full service to the American pub* 
lie- He had also looked into such other wide-ranging matters as programing, rating services, 
and network practices. Unlike newly appointed Commissioner Henry, Cox is a known quan- 
tity. His vote will be for stronger regulation. 

After certain Senate confirmation of the Cox nomination, Minow should be assured of 
a majority on the Commission on most matters. Ford and Lee represent a middle ground 
and will sometimes vote with Hyde. Henry, Bartley and Cox in most cases will side with 
Minow. There will probably be a good many 6-1 votes in favor of regulatory activities which 
might have been defeated as recently as before the Henry appointment. 



There will still be questions on which Minow meets defeat. 

Henry appears unwilling to be considered a rubber stamp for Minow, and has already 
voted against the chairman. These have been votes on minor questions. There is, however, 
nowhere near the previous amount of assurance that Henry will always be in the Minow 
camp. Bartley, known as a dissenter when the Commission was weighted in the opposite 
direction and considered a cinch vote for Minow, has shown that he can still dissent on 
occasion* 

On the whole, however, the Cox appointment appears to nail things down for a philos- 
ophy under which the FCC would look more and more into station performance. And 
under which more licenses may be in jeopardy. 

All of which could presage an industry drive for a Congressional restatement of 
FCC powers. This would mean amendments to the Communications Act, or even an entirely 
new Communications Act. However, Congress moves very slowly and on highly controversial 
matters preiers not to move at all unless it absolutely must. So Congressional relief from an 
FCC on the rampage might be slow in coming. 



Minow had the experience of being one against six on UHF. Commission de- 
cided once again that it wouldn't permit people to apply for and get UHF permits 
merely to hold them in case they became valuable. 

Minow objected to the order on the grounds it was too "inflexible"; that the important 
thing was to encourage UHF. 
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SPONSOR HEARS 
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A round-up of 

trade talk, trends and 

tips for admen 



With agency exacerbation looming over CBS TV's possible elimination of the 
rotating billboard from nighttime spot carriers, it would be interesting to trace 
the origin of this and kindred network sales inducement practices. 

Here's where some of them started: 

The rotating billboard for minute participations: On ABC TV's 77 Sunset Strip 
in a deal worked out by the network's Charles Ayers and Bate's John Kucera. Some 
credit CBS TV's Perry Mason as the innovator, but the record favors 77 Sunset. 

The alternate minute: ABC TV brought this one into being via a sale to Brylcreem 
with the deal being that it would share in one of every six billboards* 

The crossplug: This twist made its debut on ABC also, with General Mills and 
Pepsicola according a spot to the other when the major sponsors of the Lone Ranger and 
the Green Hornet. 



Nothing succeeds like a hot rating season and nothing warms the seller's heart 
as much as the ability to sit back and call the shots viz-a-viz his customers. 

Take as an example that message that an agencyman got last week in a phone col- 
olquy with a CBS TV managementman about plans for the 1963-64 season. 

Spake the network party: Tell me how many millions you've got to spend and 
FU tell you where we can take care of them. 



A problem that some freelance tv producers have been wrestling with; finding 
the right formula for the presentation of Biblical subjects as nighttime series. 

The idea offers a challenge, even though there's a question as to whether the mood of 
the time is ripe or the sectarian implications will scare away sponsors. 



How many name-alikes do you know in the air media field? 
If putting together a list of this sort strikes your recreational fancy here are a few to 
get the game of matching 'em up arolling: 



NAME ALIKES 

John White 
Ed Papazian 
John Cole 
Norman Glenn 
Bob Thomas 
Tom Dawson 
Marv Shapiro 
Bob Smith 



WHERE YOU'LL FIND THEM 

Blair and H-R, both in New York 

BBDO, New York; William Rogers, Philadelphia 

NL&B and Buchan, both in Chicago 

United Artists and SPONSOR, both New York 

WJAG, Norfolk; WOAY, Oak Hill, W. Va., WBNS-TV, Columbus 

CBS Radio and CBS TV, both New York 

WABC-TV, New York; TvAR 

Clements Co., Philadelphia; WOR, New York; Colgate-Palmolive 



Nothing irks the chief of a major organization in the broadcast field more 
than when one of his key men quits. 

He considers such a defection as a personal umbrage. He prefers that the break come 
from his own whim or decision and that it be done under the proper timing* 

Hence a man is almost certain to get a pay raise if he can say he has been offered 
a job elsewhere. 
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Join the good work of 

BROADCASTERS 
FOUNDATION, INC. 



PURPOSE 

To preserve individual human dignity, to foster the spirit of 
brotherhood and to aid financially those broadcasters who 
cannot help themselves. 

RESOURCES 

A fund has been established to carry out this worthy purpose, 
through individual and corporate gifts (tax deductible), with pro- 
ceeds from the Annual Mike Award Banquet and via other 
means now being developed. 

RESPONSIBILITY 

After four decades and through the good work of Broadcast 
Pioneers and its charity arm, The Broadcasters Foundation, 
Inc., our industry is now able to care for and attend to the 
practical welfare of those who have contributed to its great- 
ness and are in need. 



This is your opportunity . . .become a member of 

the BROADCAST PIONEERS 




H, V, Kaltenborn 
Founder 




General David Sarnoff 
Honorary President 




An organization dedicated to maintaining the great tradi- 
tions of broadcasting and to the preservation of the many 
historical documents and materials of earlv-dav radio and 
television for future generations to study. 

ACHIEVEMENTS 

• Broadcasters Hall of Fame • Annual Individual Awards 

• Radio Oral History Project* • Quarter Century Club 

• Annual "Mike Award'* • Broadcasters Foundation, Inc. 

*In cooperation with Columbia University. 

MEMBERSHIP IS OPEN to all persons who have worked in the 
field of radio for twenty years or more or in television ten 
years or more. 

JOIN IN THIS GOOD WORK NOW! 

Send for your membership application blank to: 

Edward Voynow 
National Membership Chairman 
e/o Edward Petry & Co., Inc. 
400 North Michigan Avenue 
Chicago 11, Illinois 

Dues only SI 0.00 a year. (Add S5.00 with application for 
silver Pioneer lapel insignia.) 





Ward L. Quaal 
National President 



Fo r m o re in jo rmatlo n write : 

BROADCAST PIONEERS 
2501 Bradley Place 
Chicago 18, Illinois 
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value-plus rate plans 





CHATTANOOGA 



C L L> y ADVERTISING TIME SAL 



E S IMC 



NOW! 



TOBACCO NETWORK HAS 

PERSONALITY 
PROGRAMMING 



NOW 14 daily program features 
on N. C. Regional Radio Net 



Regional News Q Sports Q Weather 
Commentary Q Far??i Reports 



8 POPULAR PERSONALITIES 



AVAILABLE: 

Full sponsorship/Spot participations/Adjacencies 
(Also Merchandising and Promotion) 



BUY UP TO 28 STATIONS AT GROUP 
DISCOUNTS OR SELECT ONLY THE 
N. C. MARKET YOU NEED! 



Get Regional Saturation with local 
"Main Street Radio" coverage... 

Rep: T-N Spot Sales TOB ^ cco 
Atlanta, Raleigh 




N V., Chicago, radio NETWORK 



'COMMERCIAL 
COMMENTARY 



Continued 



many leading broadcasters — Louis Read, WDSU; Peter Straus, 
WMCA; Dan Kops, WAVZ; Bill Putnam, WWLP; Ben Strouse, 
WWDC; and Bob Hyland, KMOX, to name only a few — about their 
editorial policies and accomplishments. 

My strong conviction, based on all these experiences, can be 
summed up about like this: the editorializing movement is one of the 
healthiest phenomena in America today. It promises tremendous 
benefits for the entire country as well as for the broadcast industry. 
And it is yet only in its swaddling, crib-ridden infancy. 

As to the value of editorializing to broadcasters, I'll certainly go 
along with John Box of the Balaban Stations who told me recently, 
"Our whole future is hound up in it — our audiences, our images, our 
licenses, our independence, our self-respect." 

And as for the value of editorializing to the country at large, I'm in 
total agreement with Newton Minow, who has said that, with tradi- 
tional media of communications (newspapers) contracting, it is a 
"matter of urgent national importance" that tv and radio step in to 
fill the void. 

If we believe in and want to preserve free speech, we must have free 
voices speaking out, and the broadcast media are the only ones today 
which offer a multiplicity of outlets for these expressions. 

But there is yet much, much work to be done. 

Consultant for stations and groups 

I'm certain that my itch to fling myself headlong into the broad- 
cast editorializing movement is part idealism, part reckless damn 
foolishness, and partly the result of an odd combination of factors 
in my personal and business background. 

Some of it will have to be blamed on my father and grandfather 
who were both newspaper editors. 

Much of it is due to my years of practical association with and 
affection for the broadcast industry and my belief in its potentials. 

Part of it springs directly from my editorial experience and writing 
here at sponsor. Part of it goes much further back to the days when I 
did a lot of writing for radio and tv and became fascinated with the 
specialized techniques they require. 

A great deal is due to the strong convictions I've been developing 
about present editorializing operations — the need for broadcasters 
to forget stale, stodgy newspaper treatments and develop their own, 
the need for tv and radio editorials to be pointed toward action and 
accomplishments not toward statements of position, the need for 
basic editorial planning as well as policies and research, the need for 
mature editorial philosophies on. the part of station managements. 

But the reckless damn foolishness about it all is that I'll be oper- 
ating as a "consultant" (I loathe the word but can't find a better) . 

I don't intend to write editorials myself. And I'm certainly not 
going to set up a factory to grind out syndicated "think pieces." 

What I do hope to do is to act as specialist and adviser to stations 
and station groups on matters of editorial policies, planning, cam- 
paigns, personnel, editorial "market analyses," Washington develop- 
ments in the editorializing field, and creative editorial ideas. 

I'm sure each job will have different specifications and I shall be 
operating on both a retainer and a special project basis. 

And that's about it. Or at least as much of it as I am able to put 
together in the midst of this hectic holiday season. 

Which brings us, of course, to Christmas. Let me wish you the 
warmest and best. And God bless us everyone in 1963. ^ 
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In Detroit... 




Business-labor reporter for WWJ News, Britton Temby keeps an experienced finger on the 
pulse of union-management developments, informs his audience of industrial swings and 
counter-swings affecting their jobs and incomes. Temby also specializes in crisp, incisive 
interviews with local and national leaders for the great WWJ News operation-the only 
Detroit service enhanced by: 

• 13-Man Broadcast News Staff— Michigan' s Largest 
m Newsgathering Resources of The Detroit News 
m NBC Correspondents in 75 Countries 

WWJ news* WWJ-TV 

STATIONS 



Owned and Operated by The Detroit News 
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National Representatives: Peters, Griffin, Woodward, Inc. 
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TIMEBUYER'S 

CORNER 



Media people: 
what they are doing 
and saying 



Those in the business who are keeping a little black book on time- 
buyer defectors, will be interested in jotting down these two names: 
John Griffin, and Don De Carlo. John, who bought on Sterling Drug 
and Simoniz at Dancer-Fitzgerald-Sample (New York), switched to 
Boiling's (also New York) tv sales staff. Don, who was media super- 
visor at Needham, Louis Sc Rrorby (Chicago), joined the sales staff of 
WGN, that city. 

Latest action in the agency-hopping dept.: Carol Feig, Lennen 8c 
Newell buyer on National Distillers, to media director, Dobbs Adver- 
tising, N. Y. . . . Sandra Hunter, from BBDO, Cleveland, to ChudacofT 
& Margulis, Los Angeles . . . Bill Green, from Young & Rubicam, to 
Ben Sackheini, New York . . . James B. Daly, Lambert k Feasley's (New 
York) media research associate, to media director, J. S. Fullerton, also 
New York . . . Bob Wilson, BBDO's former media supervisor, to Guild, 
Bascom & Bonfigli, San Francisco, as media analyst. 




. . . "And that's really how it happened Jim" 

Here is Y&R's Ray Jones giving Jim Gerrity, pres.-owner of WN EM-TV and 
V/ABJ radio, Flint-Bay City-Saginaw, Mich., the real low-down on how a 
more tumble down several flights of stairs can triple-fracture a good right arm 

With Christmas just a snowflake away (or balmy breeze, depending 
upon your locale) we thought we'd send along— to that master gift- 
giver— this bit of advice: 

Dear Santa: Please don't send Del Wood's Nita Nagler a broken leg 
while skiing in Vermont during her Yule-tide vacation this year: she 
got one there several ski seasons back, remember? . . , Mogul, Williams 
& Sa) Ior's Joyce Peters doesn't need any more diet books: her colleagues 
now report "she's skinny and beautiful" . . . Kenyon & Eckhardt's (Bos- 
ton) Frank Williams would rather you'd not send him any "dates*' this 
Xmas eve: that's when he's marrying Dottie Christie, a Boston interior 
decorator, just in case you've forgotten . . . Kudner's Maria Carayas 

(Please turn to page 62) 
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a y ONE ALWAYS 



crowd 



...and in the Birmingham television market *3E9 WAPI-TV is always that one... because: 

■ WAPITV offers the cream of NBC and CBS. ■WAPITV owns every major feature film 
package available. ■ WAPITV staffs one of the largest, most experienced, best equipped 
full-time news operations in the Southeast. 




Make your outstanding buy... 
the station that stands out... 



Represented Nationally By/ HARRINGTON, ^IGHTER & PARSONS, INC. 



BIRMINGHAM 
ALABAMA 
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SECRETS 
TOLD 

We have the largest audience* and 
the most believable station in Des 
Moines because we have: 

1. The Highest-Rated 

Newscasts 

2. Adult Personalities 

3. Musie With a Melody 

4. Eleemosynary Community 
Serviee 

5. Plenty Of Publicity 

If you have a good product, good 
copy, honest dealings, and fair prices, 
you can get rich advertising on this 
great station. 

KISVI 

"Total Radio" in Des Moines 

An Operation of Cowlcs Magazines and 
Broadcasting, Inc. 

Leading in 30 out of 36 half-hours. 
Pulse, September, 1961, Metro Area. 



Iowa Again Tops in 
Corn Crop 



WMT adds fourth 

m.m (nnd fourth farm-born 

college graduate) 

to Farm Dept. 

Staff. 



See the connection? 



WMT 

CfiS RaJiO for Ea tern fotta 
Wttion.il Reps: The Kat/ Agency 



TIMEBUYER'S 

CORNER 



Continued 
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can do without a litter of French poodles: her own diminutive pet 
presented her with a litter of eight only four weeks ago, and Maria 
ran herself ragged mother-henning the mass production . . . Bates' 
Eileen Greer doesn't w T ant a cat: she can, as you know, geL all she wants 
—wholesale— in her own Fabulous Felines shop . . . You can scratch 
oul that all-expense-paid trip to a Havana Hotel for KHCC&A's (New 
York) Ro Gordon: for some reason, she can't seem to work up any 
enthusiasm over thaL gift this year . . . And Young & Rubicam's Ray 
Jones certainly doesn't need any more plaster of paris. 

Aside to Werman 8c Schorr's (Philadelphia) Al Sessions: Wondering 
whaL to get Doner's (Baltimore) Ivan Davis for the giving-with-cheer- 
season? How about a new Zippo lighter? Since you punched a hole in 
his old one, poor Ivan has coped with a king-sized problem: trying to 
keep his lighter filled with fluid— and his pocket dry. 

It's official: Frank Sweeney has, as mentioned here 3 December, taken 
over the departed Larry Levy's media supervisory tasks at J. Walter 
Thompson. 

The Corner pays its re- 
spects this week to DArcy's 
(New York) Bob O'Connell. 
One of the more serious- 
minded among the current 
crop of promising young 
men on the Gotham time- 
buying scene, Bob joined 
D'Arcy some 10 months ago 
and buys on such accounts 
as Gerber, Plaid Stamps, 
General Tire, and Studebak- 
er. Before this affiliation, 
Bob worked on the Westclox 
and La Rosa spaghetti ac- 
counts at Hicks & Greist. A 
native New Yorker (although 
he was raised in Leonia, 
New Jersey), Bob has an un- 
usually strong interest in 
sports and the theatre. His 
ability to absorb even the 
most minute details of his 
number-one hobby — the 
sporting world-has earned for him the rather unique label on Madi- 
son Ave. of "the walking encyclopedia on sports." A bachelor still, 
Bob lives in Manhattan in an apartment on East 79th Street. 

A group of Chicago buyers was hosted recently by the McLendon 
stations at the McLendon ranch in Dallas. Among those treated to 
the Texas-style soiree, including golf, horse-back riding, and swimming 
at the ranch: Eloise Beatty, Burnett; Ruth Leach, Mc-Cann-Erickson; 
Ed Fitzgerald, JWT; Mary Rogers, Tatham-Laird; Gordon Gredell, 
D'Arcy; and Marianne Monahan, NL&B. The piece de resistance of 
the few elegant days in Dallas: a $50 gift certificate from Neiman- 
Marcus, presented to each guest. 




_ ( 



Robert O'Connell 
D'Arcy 
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PERSON-TO-PERSON . . . friendly, 
family radio with a royal sound, because it's 
programmed from the top of the deck . . . 
for people, to people, about people. SWANCO 
STATIONS take the trick in their market 
areas, because they're "person - to - person." 
People who listen, like it . . . people who 
buy it, love it! 



★ 
★ 



★ ★ 



★ ★ 



★★★★★★★★ 


^ A " 


* 


I 


1 * 


L SWANCO 


* 


1 1 


* 


l STATION , 







SWANCO 










KRMG 


KIOA 




THE JOHN BLAIR ^ 


^ STATION 


TULSA. 


DES MOINES. 








OKLAHOMA 


IOWA 



KQEO 


KLEO 




w robert e. 


ALOUOUEROUE, 


WICHITA. 




' eastman &. co.. inc. 


NEW MEXICO 


KANSAS 
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Station walks off with six Golden Quill Awards 

KDKA-TV and radio personnel who won Golden Quills flank Westinghouse Broadcasting Company 
pres. Donald H. McGannon who flew to Pittsburgh for ceremonies. L-r: public affairs dir. Richard 
Thrall; program mgr. Robert Novak; tv gen. mgr. Jerome Reeves; McGannon; WBC v.p. Harold C. 
Lund; radio gen. mgr. L. R. Rawlins; public affairs dir. John Kulamer; and newsman Mike Levine 




K 




Best press media award 

John Davenport (I), WFAA, Dallas, special events 
dir., Mike Shapiro (c), gen. mgr. get award from 
J. Milton Ramsour, Dallas Hospital Council 



For help in Cuban crisis 

C. H. Topmiller, pres. of L. B. Wilson Co., is 
one of 10 radio station execs, to get special 
Presidential thanks for cooperation in Cuba 



Stations honor Dupre — a 30-year veteran 

As much a New Orleans landmark as the French Quarter, personality Henry Dupre got a special 
engraved watch from WWL-TV and radio and congratulations from other 30-yearers here. L-r: 
Dupre; Col. Daniel Hynes, video-tape supervisor; Francis Jacob, Jr., operations mgr.; L. E. N. 
duTreil, chief radio engineer; J. D. Bloom, radio-tv chief engineer; Ray N. Toups, radio engineer 



American Cyanamid is negotiating 
to buy John H. Breck, currently 
held by members of the Breck fain- 
ily. 

Breck, which makes hair prep- 
arations and shampoos, is a hefty 
tv advertiser, both spot and net- 
work. 

The company's net sales report- 
edly were over §25 million last year. 




Network and spot tv will be the 
major beneficiaries of the 15% in- 
crease in Ideal Toy's 1963 ad budg- 
et. 

The company spent a record 
high of $3 million this year. 

There are several programs in- 
volved on the network side, in- 
cluding "Mighty Mouse" and "Roy 
Rogers" (both CBS TV). Spot tv in 
50 markets will also start in Jan- 
uary. 

Ideal agencies are Grey and 
Smith/Greenland. 

After testing in two control cities, 
Schick Safety Razor is set for a 
huge 50-state sampling and adver- 
tising program starting the first 
week in 1963. 

A saturation spot campaign, both 
radio and tv, will break at the 
same time in the top 35 markets, 
in addition to Schick's ABC TV 
shows. 

Tied in with the ad blitz is a 
sampling program that will deliver 
52 million Krona double-edge 
blades to all households with male 
occupants. 

Compton, Los Angeles, is direct- 
ing the campaign. 

Synonym tabooed: Johnson's Wax 
won a judgement against the Drop 
Dead Co., which has been selline 
a furniture polish called "Promise/ 
The Court ruled that "Promise" 
infringes "Pledge," the well-known 
brand name for the Johnson polish. 
Infringement on the "Pledge" label 
was also cited. Drop Dead Co. and 
its packager Western Filling Corp., 
were held guilty of unfair compe- 
tition. 

^ i 
Kudos: John Hart of Los Angeles, 

vice president of marketing for 

Rexall Drug, was elected to the 
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Board ol Directors ol Audit Bureau 
of Circulation, succeeding Russell 
El lei of S u n k is t G i c )\\ ers , re- 
signed. 

PEOPLE ON THE MOVE: 

R. Ross Garrett to stall advertising 
administrator of Minnesota Mining 
and Manufacturing, succeeding 
George Sandell, recently named 
general manager of SM subsidiary, 
Revere Camera . . . Robert B. 
Clark to advei tising manager ol 
Sunkist Growers. 

Agencies 

Bob Willey and Darryl Ware, for- 
merly of Botsford, Constantine & 
Gardner, have linked up with 
Denny Skoglund and Dick Friel to 
form a new Seattle agency. 

Located at 200 Broadway, Skog- 
lund, Friel, Willey & Ware now 
bills around $500,000 and is adding 
new accounts. 

Agency appointments: Maradel 
Products to Donahue & Coe for the 
Comptone Sunglass division . . . 
Woolfoam Corp. to Wexton for the 
cold water wash line. Spot tv will 
figure heavily in the advertising 
plans . . . The Muirhead's Scotch 
Whisky account to Kenyon & Eck- 
hardt . . . Plax Co., a department 
of Monsanto Chemical, to Fletcher 
Richards, Calkins & Holden, from 
Lambert & Feasley . . . Internation- 
al Latex to Young &: Rubicam for 
Playtex Living Gloves, Playtex 
Dryper Disposable Diapers, Baby 
Pants and Bathing Caps ($2 mil- 
lion), from Reach, McClinton. 
These products, along with others 
in the Playtex line assigned to Y&R 
earlier this year, bring IL billings 
at the agency to about $4 million 
. . . Virginia Dare Food Products 
to The Brims Advertising Agency. 
Tentative plans call for national 
spot tv . . . Maradel Products to 
Donahue & Coe for its Life Home 
Permanent . . . Kimball Mobile 
H om e Sa 1 es to Reso r- A nd erso n , 
Oakland . . . E. A. Thompson to 
Allen de St. Maurice & Spitz . . . 
Roka-Bed Corp. of Lubboc k to W. 
Gerdes-Testa & Associates, Los An- 
geles . . . Maradel Products to 
Donahue & Coe for a new and as 
yet un-named lipstick and forOleen 
Shampoo. 
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Public service recognized 

Herbert Mendelsohn happily receives a plaque 
for his station's aid to the Leukemia Founda- 
tion from ALSAC officers. Mendelsohn is Capi- 
tal Cities v.p. and gen. mgr. of WKBW, Buffalo 



Star for a day 

Over 200 of WRGB, Schenectady, viewers 
dressed up as their favorite NBC star and at- 
tended a station "Star Party," part of which 
was video-taped for telecast on the station 




Popular "Playboy" Playmate admires trophy 

Red Donley, sports dir. of WIIC, Pittsburgh, finds business a pleasure on this occasion, as June 
Wilkinson helps hold the trophy which went to winner of Handicap Race run at station play day. 
The second annual WIIC "Day at Waterford Park" drew a record-breaking track crowd of 7.000 
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Dnoirement: Marathon Oil ($3 
million) and N. W. Aver will ter- 
minate their relationship on 1 
April because ol a developing com- 
petitive situation between Mara- 
thon and another Aver account, 
Atlantic Refining. 

(Hi list mas cheer: Norman R. Nor- 
man, president of Norman, Craig & 
Kinnmel, spread good will with the 
word that vear-end bonuses will 
again be distributed to employees 
based on their longevity with the 
compan). 

New \.p.\: Richard Jarlath Mar- 
tell, account supervisor, at Kenyon 
Efkhardt, from Dancet -Fitz- 
gerald-Sample . . . Morton L. Salan 
at Kal, Ehrlich &: Merrick, ^ Wash- 
ington, IXC. . . . Stanley H. Pulver, 
media director, at Henry R. Turn- 
bull, Inc., newly-formed agency. 
Pulver was media director of the 
toilet articles division of Colgate- 
Palmolive . . . George A, Scott at 
Barnes Chase, San Diego . . . Har- 
old L. Strauss at North . . . Rob- 
ert M. Harris at Dancer-Fitzgerald- 
Sainple . . . Gene E. Bryson at Mc- 
Cann-Erickson, Los Angeles. 



PEOPLE ON THE MOVE: Kay 
Shelton to media manager of Bots- 
ford, Constantine & Gardner, San 
Francisco, replacing Edith Gurtiss, 
resigned . . . E. Holland Low to ac- 
count executive at E. J. Hughes 
. . . Mary Nesselbush Stone to 
group copy director at Pritchard, 
Wood . . . Rand Oslund to super- 
visor of the audio-visual services at 
D. P. Brother . . . Barbara Burk to 
research project supervisor at Ken- 
von & Fckhardt. 

Station Transactions 

KSYD, Wichita Falls, has been sold 
by Sidney A. Grayson to Paul 
Harron and associates. 

Harron is principal in WKTV, 
Utica, and president of World 
Broadcasting System, Philadelphia, 
radio programing service. 

Total consideration was $2,350,- 
000, subject to FCC approval. 

Sale was handled by Hamilton- 
Landis. 



On the air: WTEV, the new third 
station in Providence-New Bedford- 
Fall River, is just days away from 
sign-on, set for 1 January. The sta- 



tion, a primary ABC TV affiliate, 
is reppecl by H-R Television and Bo 
Bernstein of Providence is the ad- 
vertising agency. General manager 
is Vance L. Eckersley, sales man- 
ager is Francis H. Conway and Wal- 
ter A. Scanlon is promotion, adver- 
tising, public relations manager. 
George L. Sisson, fr. is public affairs 
director of the new station. 

New call letters: KENS, previously 
owned by the Express Publishing 
Co., has inaugurated the new let- 
ters KBAT under its new owner- 
ship, the Texas Star Broadcasting 
Co. 

Associations 

The Educational Commercial 
Broadcaster Committee gave a 
green light to a pilot program 
which may blaze new trails of co- 
operation between educational and 
commercial broadcasters. 

The stud)' in a market yet to be 
named, provides for two stations, 
one educational and the other com- 
mercial, to jointly tackle pressing 
community problems. 

Educational Commercial Broad- 




JACKSON,MISSISSIPPI 



Predicted Per-Household Effective 
Buying Income for 1963: 



r 



7,180.00 



Predicted Two-Year 
Growth in 
Retail Sales: 



15%* 



Source: Copr. 1962, Sales Management- 
Magazine; further reproduction is forbidden. 
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caster Commit tec is sponsored 
join 1 1) by the NAB and the Joint 
Council on Educational Broadcast- 
ing. 

Robert I). Swezey, NAB Code di- 
rector, told Canadian broadcasters 
that all broadcasters must expect 
constant criticism. 

Addressing the Radio and Tele- 
vision Executives Club of Canada, 
Swezev reminded that whereas 
broadcasting's glass-house existence 
invites criticism, broadcasters are 
obliged to defend themselves "vig- 
orouslv and articulately against un- 
warranted attack from whatever 
source.'* 

He also said that criticism, even 
when unjustified, can have the 
beneficial efFect of keeping broad- 
casters on the alert. 

Tv Stations 

New York tv and radio stations 
filled in the gap of a newspaperless 
city due to a printers' strike by not 
only increasing output up to twice 
the normal load but putting on the 
air various newspaper columnists. 

Some stations doubled their peri- 
odic news from five to 10 minutes, 
while others stepped up the num- 
ber of their news spots on the 
schedule. 

One thing that was overlooked 
was the reading of comic strips, but 
perhaps the newspapers themselves 
preferred to wait and run the back- 
log in clusters when they resumed 
publication. 

In Cleveland where the newspa- 
pers were also struck — there by the 
Newspapermen's Guild — the radio 
and tv stations also went all out to 
give the public whatever matching 
service possible. 

Like New York, the Cleveland 
stations went in for inserts of finan- 
cial news, obits and more sports 
coverage. 

Cleveland's WERE, for example, 
slotted Peter Bellamy, "Cleveland 
Plain Dealer" critic, to do theatrical 
and motion picture reviews and 
notes. 

There's a flurry of cosmetic busi- 
ness out on the west coast, giving 
a boost to spot tv in that region. 

A case in point: KRON-TV San 
Francisco, has picked up campaigns 



The CMJLMARK 

OF Q UALITY RADIO IN 

CENTRAL NEW YORK 



Ed Murphy 

MUSIC 




John Gioy 

MUSIC 



FIRST CHOICE IN A 

FIRST RATE MARKET 

Top personalities, top programming, top facilities and 
top management combine to insure advertisers a really 
effective selling job in WSYR's 18-county service area. 
WSYR's big margin of superiority is confirmed by 
all recognized market coverage studies. 




5 KW • SYRACUSE, N. Y. • 570 KC 
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for Max Factor, Tussy, Prince 
Mau habelli, Helena Rubcnstcin, 
Lanvin, Ilclene Curtis, Albcrto- 
Culver, Rcvlon, and Coty Prod- 
ucts. 

Broadcast Clearing House, which 
now serves ()0 agencies in spot ra- 
dio, plans to introduce its central- 
ized billing service to spot tv as 
well. 

As part of the mobilization for 
the expansion, several men have 
been elevated to new positions. 
The personnel shifts, as they shape 
up: John C. Miller has been elected 
chairman and Lee P. Mchlig has 
been moved from executive vice 
president to president of BCH. 

Donald A. Norman becomes gen- 
eral sales manager, Harold F. 
Walker is eastern sales manager, 
and Jock Flournoy becomes admin- 
istrative manager. 

Ideas at work: 

• The tallest svmbol of Christ- 
mas in the Washington area is 
glowing again. It's the 373-foot 
tv tower of WTOP-TV, and this 
is the fifth year that the station 



has decorated its tower with some 
900 lights for the holiday season. 

• The First Annual Toy Bowl 
brought out more than 5,000 spec- 
tators at Baltimore's Kirk Field. 
The game, played between WJZ- 
TV and WFBR, was for the bene- 
fit o( the Marine Corps Reserve 
"Toys for Tots" campaign and re- 
sulted in more than lour truck- 
loads of toys' for the campaign. 

Offbeat sale: The labelling of a 
lion turned out very lucky for 
WBAL-TV, Baltimore.' Here's what 
happened: In an upcoming 20th 
Century- Fox film called "The 
Lion," the lion's name is King. The 
Manecls-Hcrold Co. of Baltimore 
manufactures a complete line of 
products with the label "King" 
plus a lion as trade-mark. So— 
Mangels-1 lerold purchased a week- 
long schedule of minutes and 20s 
on WBAL-TV, ticing in with the 
25 December premiere of the pic- 
ture. 

A social success: An open house at 
Broadcast House, the home of 
WTIC (AM-FM & TV), Hartford, 



attracted 7,610 visitors earlier this 
month. The event was the second 
for the general public since Broad- 
cast House was formally dedicated 
in November 1%1. Last year, an 
open house attracted 3,700 visitors. 

New quarters: WISH (AM-FM fc 
TV) will have a new studio build- 
ing in Indianapolis. A tract of 
land has been purchased on the 
Southwest corner ol 20 th and 
Meridian Streets and plan is to 
start construction as soon as possi- 
ble. 

PEOPLE ON THE MOVE: Henrv 
S. Ross to the newly-created post 
of assistant news director at WPIX, 
New York . . . Ron Johnson to 
promotion at WFGA-TV, Jackson- 
ville . . . Robert Fenton to account 
execu t i ve for KH J -TV, Los A n- 
gcles . . . James C. Hirsch, director 
of national sales, to vice president 
and Jack B. Weincr to director of 
public relations at the TvB . . . 
Sidney M. Robards to staff vice 
president, news and information, 
RCA . . . James H. Gardner to lo- 
cal sales director of WH EC-TV, 




Newsmakers in tv radio advertising 




John H. (Jack) White has been 

named vice president in charge 
of national sales for H-R Televi- 
sion. He has been national sales 
manager since 1961, having 
joined the firm in August 1959 
as eastern sales manager. White 
previously spent seven years with 
CBS TV Spot Sales and was affil- 
iated with Kat/ and Hollingbery, 
icp outfits. 



Harvey Spiegel, research direc- 
tor for the TvB, has been elected 
a vice president of the bmcau. 
Spiegel joined the bureau in 
1955 and was named director of 
research in January 1959. Prior 
to his joining T\ B, Spiegel 
served as i esear< h dircc tor for 
N'orman, Ciaig & Riimmel and 
as assistant research director of 
William H. Weintraub & Co. 





Symon B. Cowles, new director 
of advertising and promotion 
for the ABC TV o&o's, has held 
the same post at Metropolitan 
Broadcasting Tv. He also held 
other posts with Metropolitan, 
including director of advertising 
and promotion for WNEW-TV, 
New York, and WTTG, Wash- 
ington. He was also with WCKT, 
Miami, and ABC Radio. 



Robert L. Maynard has been ap- 
pointed vice president of Mt. 
Washington TV, Inc., operator 
of WMTW (FM k TV), Poland 
Spring, Me. He's served as as- 
sistant general manager of 
WMTW-TV since 1958 and will 
continue in that capacity as well 
as directing the station's sales. 
Prior to joining the station, he 
was with WPOR, Portland. 




r 
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Rochester . . . Michael McNally to 
the sales stall of WHKB, Chicago, 
as an account executive . . . Wil- 
liam G. Huncfeld, K1MX, San 
Francisco, sales manager, has re- 
signed. 

Kudos: lien Falber, Jr., vice pres- 
ident and director of operations 
for WTH1-TV and radio, Terre 
Haute, is one of a group of 80 
business and professional men in- 
vited to participate in a Civilian 
Orientation Cruise with the U. S. 
Navy. 

Radio Stations 



The "numbers game" of modern 
polling came under the sharp at- 
tack of R. Peter Straus recently. 

The president of WMCA, New 
York, and the Strauss Broadcasting 
Group, told the Greater Buffalo 
Advertising Club that broadcasters 
who abdicate their programing 
judgment to polls are like poli- 
ticians who serve a "boss— a new- 
style, faceless, gutless boss." 

Straus went on to say that polls 
that measure "not what people are 
hearing or watching or doing, but 
what they think they would like 
. . . destro) the objectivity of a 
poll and confirm your wishful 
thinking about the public taste." 

WABC, New York, put together 
qualitative research data on the 18- 
county market as gathered by 
Trendex. 

The study, titled "New York 
Radio Close-up," contains informa- 
tion on frequency of listening, 
opinions of stations' standing in 
community service, news, overall 
program i ng, f am i 1 y expen cli t u res 
for household goods and services, 
and information on automobile 
ownership. 

All data, presented for 10 New 
York stations individually, is based 
on 2,472 telephone interviews. 

Ideas at work: 

• WKBW, Buffalo, invited its 
listeners to treat a tot to a Christ- 
mas toy and get n chance to win a 
Pontine Tempest. Over 5,000 re- 
sponded. 

Sports note: The broadcasts of the 
Kansas City Athletics' baseball 
games during the I9f)3 season will 



i 



lH 



WAVE-TV gives you 

28.8% more SMOKERS 

28*8% more viewers, minimum! 



Since Nov.-Dec., 1957, NSI Reports have never 
given WAVE-TV less than 28.8% more viewers 
than Station B in the average quarter-hour of 
any average week! 

And the superiority during those years has 
gone as high as 63.6% more viewers! 

More viewers — more impressions = more sales! 
Ask Katz for the complete story. 



CHANNEL 3 • MAXIMUM POWER 
NBC • LOUISVILLE 

The Katz Agency, National Representatives 
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be (arried over WDAF (AM & 
TV), Kansas City. WDAF will al- 
so feed the games to a network of 
mid-western radio stations to be 
announced later. 

PEOPLE ON THE MOVE: V. J. 
"Blondic" Stahmer, to KAYO, Seat- 
tle, as promotion manager , . . 
Budd\ Webber to program direc- 
tor of KA'I, Seattle, replacing Bob 
Cooper who has been moved to 
KEX, Portland, as assistant man- 
ager and program director . . , 
Pete Hunter to account executive 
at KNBR, San Francisco . . . Rob- 
ert P. Irving to director of indus- 
trial relations for WON, Inc. . . . 
Jerry Cronin, formerly with Katz, 
San Francisco, and with XTRA, 
Los Angeles, to the local sales staff 
of KNX, Los Angeles . . . Ruth H. 
Musser lo the newly-created post 
of vice president for administration 
of WMCA, New York. She had 
been director of programing for the 
station. 

Kudos: Bill Jackson of WPTF, 
Raleigh, 1ms been chosen North 
Carolina's top sportscaster for 1 962 
in a statewide election by Tarheel 
sportscasters and sports writers . . . 
"Fhe Leukemia Foundation hon- 
ored WKBW, Buffalo, and its per- 
sonnel for their participation in 
the I9G2 Teenagers March Against 
Leukemia . . . Alfred Dresner, ex- 
ecutive of WWHG (AM & FM), 
Hornell, and WBNR, Beacon- 
New burgh, was appointed as an 
arbitrator to sit in the Small Claims 
part of the Civil Court of the City 
of \ T ew York, by State Supreme 
Court Justice William 1L Groat. 

Networks 

CBS TV garnered 13 of the 15 top 
shows in the Nielsen November IT 
report, with NBC TV and ABC TV 
splitting the other two, Bonanza 
and Ben Case v. 
The top 15: 
snow 

Beverly Hillbillies 
Red Skelton 
Candid Camera 
Ben Case\ 
Lucy Show 
Danny Thomas 
Jack Benny 
And\ Griffith 



RATING 

33.7 
31.4 
30.1 
29.5 
20 • I 
28.9 
28.8 
28.2 



Gunsmoke 

I've Got a Secret 

Dick Vim Dyke 

Garry Moore 

Bonanza 

l£d Sullivan 

What's My Line 



27.9 
26.0 
25.0 
25.0 
24.9 
24.9 
24.8 



The three tv networks are teaming 
up once again with the European 
Broadcasting Union for an experi- 
ment in transatlantic communica- 
tions. 

Later this week, on 19 December, 
the first transatlantic tv broadcast 
via a Relay communications satel- 
lite will be broadcast, including 
live pickups from both the U. S. 
and Europe. 

The 30 minute show is scheduled 
to start around 8:45 a.m., with 
Christmas the theme. 

The transmission vehicle was de- 
signed and built by RCA under 
contract to NASA and was hiunched 
on 13 December. 

New alliliate: WUFM, Utica, is 
joining the Northeast Radio Net- 
work, a division of Ivy Broadcast- 
ing which has 32 am and fm affili- 
ates in upstate New York and Penn- 
sylvania. 

Kudos: Walter Cronkite, CBS News 
correspondent and Richard Witkin, 
aviation editor of "The New York 
Times/' are joint winners of an 
honorable mention in the 1962 
Sherman Fail child International 
Air Safety Wi i ting Awards for their 
participation in "Twentieth Cen- 
tury" show "The Airport Jam," 
broadcast last season . . . The Letch- 
worth Village Chapter of the Wel- 
fare League, a division of the New 
York State Assn. for Retarded Chil- 
dren, presented Sam Cook Digges, 
administrative vice president of 
CBS Films, its annual award. 

PEOPLE ON THE MOVE: Ben 
Blank, formerly in charge of the 
graphic arts department for CBS 
News, to ABC News and Public 
Affairs as creative graphic arts di- 
rector . . . Eliot Tozer to manager- 
publicity, for CBS Radio. 

Reps 

Charles (Chuck) Bernard has ended 
his association with Weed &: Co. 



and is returning on his own as a 
representative of country music 
stations. 

He had merged his rep opera- 
tion with Weed. 

Bernard's office will be head- 
quartered at 730 Fifth Avenue, 
New York. 

Petry came back with a sharp reply 
to a recent "Life Magazine" pro- 
motion of its regional plans. 

Retorted the rep firm: spot tv 
delivers 69% more unduplicated 
homes in one area and 92% more 
in the other than "Life's" regional 
plans. 

Martin L. Nierman, Petry Tv 
executive vice president, took this 
swing: "National publications can- 
not become adequate local and re- 
gional sales tools merely by sub- 
dividing their circulation." 

Rep appointments: KAKC, Tulsa, 
to the Katz Agency for national 
sales, efTective I January. 

PEOPLE ON THE MOVE: John 
D. (Jack) Kelley to the New York 
office of Blair Television Associates 
as an account executive, from H-R 
Television . . . Dick Hamburger to 
the New York sales office of ABC 
Television Spot Sales as an ac- 
count executive ... Sam Brown- 
stein, general manager of Prestige 
Representation Organization, to di- 
rector and vice president of Robert 
Richer Representatives. Brown- 
stein continues as a full-time em- 
ployee of PRO, but will assist in 
policy making and planning sales 
strategy for Richer, a non-compe- 
titive company . . . George Allen 
to Gates/ Hall/ Weed, from man- 
ager of KWIZ, Santa Ana . . . Don- 
ald B. Douglas to New York office 
of Harrington, Righter 2c Parsons 
as an account executive, from 
Dancer-Fitzgerald-Sample . . . Dell 
Simpson to Chicago radio manager 
at Adam Young, succeeding Roger 
Sheldon, recently named manager 
of the San Francisco office. 

Film 

Rod Ericksoii has made a deal with 
Four Star to represent it in broad 
areas. 

For example: suggesting new di- 
rections of diversification, looking 
into foreign distribution, getting 
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in on special problems with agen- 
( ics and advei tiseis. 

William Mollis Agcucj will go 
on serving Four Star as sides agen- 
cy- 

Sales: AUG Films scored two large 
national sales to advertisers for its 
"Girl Talk" show, Hill Bros. Gof- 
fee (Ayer) bought the show lor 18 
markets and Clairol (FC&rB) will 
pick it up in five markets to date 
. . . Allied Aitists Television's 32 
Cavalcade of the (K)'s Group 1 1 
Features to KBAK-TV, Bakersfield; 
WFRV-TV, Green Bay; KHO-TV, 
Spokane; and KONA-TV, Honolu- 
lu . . , ITC's "March of the Wood- 
en Soldiers," a full-length Laurel 
and Hard) leaturc, to mote than 
50 stations for spec ial holiday show- 
ing. Other 1TC sales: "Broadway 
Goes Latin" to WIGS, Springfield; 
WTTV, Indianapolis; W ROC-TV, 
Rochester; and KBMT-TV, Beau- 
mont; and "South America: The 
Awakening Giant" to WBXS-TV, 
Columbus; WHIO-TV, Dayton; 
KEPL-TV, El Paso; WFBM-TV, 
Indianapolis; and WKYT, Lexing- 
ton . . . "United Artists Showcase 
for the Sixties/' to 85 stations to 
date, including sales to WPRO-TY, 
Providence; KENS-TV, San An- 
tonio; WOKR, Rochester; WFBM, 
Indianapolis . . * United Artists 
Tv's "Leave It to the Girls" to four 
more markets, tipping the total to 
?>Q . , , Economee had a 30% in- 
crease of sales of half hour reruns 
over the same period of 0< tobcr- 
Xovembcr last vear. 

International note: ITC recently 
picked up contracts in Central 
America and Mexico totaling $269,- 
000 and representing more than 
2,000 half-hours of programing. In- 
ternational sales by ITC for the 
first nine months of the year were 
up 40% over the corresponding 
1961 period. 

Oft the press: A new tv Program- 
ing Guide issued by Sterling Mov- 
ies U.S.A. which describes over 130 
hours of film fare offered to sta- 
tions at no cost for public service 
programing. 

PEOPLE ON THE MOVE: Ward 
Byron and Tony Pann to the ex- 
ecutive staff of VP1 , . . Paul Blus- 



tain to exec tithe producei at the 
New Voi k olli< e ol Fred Xiles 
Communications Centers . . . Cla\- 
ton Fox, for 1 1 \eais with CBS and 
later with Desilu Productions, to 
vice president in charge ol business 
affairs for (den Glenn Sound Com 
pany ol Hollywood . . . C\ Kaplan 
to sales manager, national sales, of 
ITC. 

Public Service 

NBC TV and M CM-TV arc mak- 
ing available on a loan basis prints 
of an "Eleventh Hour" episode 
dealing with illegitimate teenage 

pregnancy. 

The network and the film com- 
pany report some 40 requests to 
date from educator*, ministers, gov- 
ernment agencies and private wel- 
fare organizations for the loan of 
screening prints. 

Public service in action: 

• WFAA, Dallas, has a new on- 
ah -letter s-to«the-ecli tor t)pe pro- 
gram called "Sound-Oil." Broadcast 
live each Tuesday, Thursday and 
Saturday, the show gives listeners a 
chance to air their opinions on a 
variet) of subjects, ranging from na- 
tional issues to such local problems 
as housing. 

• WSJ5, Atlanta, as one of three 
co-sponsors of the city's second an- 
nual Halloween parade, has pub- 
lished a pictorial folder signifying 
the efleet the huge affair has in com- 
batting serious vandalism on Hallo- 
ween, The folder shows scenes from 
the costumed a (lair and letters com- 
mending the station lor its role. 

• WREX-TV, Rockford, took its 
mobile video tape cruiser equip- 
ment to 1 llinois Bell Telephone's 
new* cen lei in the rin for filming of 
a demonstration of the new diiect 
dialing system which just went into 
effect/ Called "The DDI) Story," 
the informative program was shown 
to Rockford viewers earlier this 
month. 

Kudos: WIL, St. Louis, received the 
1962 Box 8 Award, presented by the 
Fire Department, the Greater St. 
Louis Safet\ Council and the Box 8 

4 

Club for "outstanding promotion, 
publiciu and resultant success of 
Fire Prevention Week." ^ 



AGENCY NEGOTIATORS 

{Continued from page 29) 

and tv programing at lien ton k 
Bowles, desc i ibed him as "a terrible- 
tempeied bull in the china shop of 
advertising and bi oadcasting." Still 
another said, allectionateh , he was 
the "Pec k's bad bo\ of the busi- 
ness." 

One of the signific ant characteris- 
tic s in Rich's makeup is that he 
doesn't hesitate to speak Ins sharp 
piece. Rich himself has said that 
"a man must be able to mo\c fast 
with a minimum of mistakes" in 
the branch of business he's in. Ob- 
sen crs point out that Rich's bat- 
ting average in behalf ol the agen- 
cy's clients has been extraordinarily 
high and cite, as an example, Ben- 
ton & Bowles' scorecarcl (five pro- 
grams) in the recent Nielsen rat- 
ings of the top 15 shows. 

Speaking not so long ago on the 
toudiy subject of client imei ference 
in program matters, Rich asserted: 
"You know, the sponsor lakes the 
brunt of the criticism. But what's 
wrong with an advertisei not want- 
ing to sponsor a certain show? 
What's wrong with it? He puts up 
all the dough. And big outfits like 
P&G and General Foods lean over 
bac kwards not to do an) thing that 
is in bad taste or am thing that will 
put them in a bad light." Rich, it 
is pointed out, has shellacked the 
networks and governmental agen- 
cies on oc casion. 

Meanwhile, Benton & Bowles con- 
tinues to prosper, it being the sixth 
biggest spender in broadcast media. 

Vital personality. Xor can the 

name of Sam H. Xorthcross, vice 
president of William F.siy, he oxer- 
looked when it comes to singling 
out those "invaluable*' to network 
people. Xorthcross, whose agency 
is eighth among the top 50 in 
broadcast billings, is described as 
an "extremely \ ital personality" 
and as a "sophisticated adman/' A 
southerner from Greenville, Miss,, 
he's an admirable individual to 
have around Winston-Salem, home 
of client R. J. Reynolds Tobacco 
Go. 

Other Estv broadcast accounts 
are Union Gar bide, Drrstan Gold 
Tablets, Chesebrough-Pond's, Bal- 
lantine Beer and Thomas Lecming. 

Much of Xorthcross' attributes 
probably stein from his journalistic 
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and research background, according 
to those who have worked with him 
on netwoik problems. He was a 
nackerjack rejx)rter on the Wash- 
ington Times Herald and also the 
publisher of two country weeklies 
in North Carolina. He also worked 
at the American Institute of Public 
Opinion with the Gallup Poll and 
saw service villi the Army Air 
Force. He joined William Esty in 
1918. 

There are indeed many colorful 
tales circulating about Nor thcross' 
knack and buying behavior but the 
most recent one is worth recording. 
It has to do with his presence some 
time ago in a Gotham screening 
room looking at potential tv prod- 
uct. Attei the lights went up, he 
said swiftly: ''1 don't care what yon 
put it opposite — it's going to make 
it." And within 36 hours, North- 
cross' biggest client, R. J. Reynolds, 
had grabbed half-sponsorship of 
this 30-minute program. Like Sibyl, 
the prophetess ol classical legend, 
Nor thcross had predicted correal). 
A month alter the new season be- 
gan, The Beverly Hillbillies on 
CBS, an unabashedly cornball ve- 
hicle, had zoomed its way to a sen- 
sational Nielsen rating, leaving in 
its wake such rivals as Perry Como 
on NBC and doing My Way over 
ABC. 

Real programing specialist. 

When network executives gather at 
the bar for their Gibson martinis, 
i hey also fix upon Lewis Titterton, 
the long-time senior v.p. and head 
of Compton's programing depart- 
ment, as an outstanding and knowl- 
edgeable figure to do business with. 

Titterton, before going to Comp- 
ton, gleaned invaluable experience 
at NBC. Networkers describe him 
as a tremendously informed "old 
school man." "lie's a profound gen- 
tleman and most knowledgeable." 
"He knows casting, lighting, Holly- 
wood, the needs of clients, good 
script bins," said a top network ex- 
ecutive. "Tit ten on's a hep pro- 
graming specialist. Mis judgment 
is virtually always correct. And he's 
a learned man, to boot. 

Truly creative guy. Moreover, 

ihe select circle of "savvy" creative 
thinkers would not be complete 
without the stimulating and ani- 
mated name of Sylvester L. "Pat" 
Wea\ei, accoiding to those inter- 



viewed by sponsor. Presently, 
Weaver is chairman of the board 
of McCann-Erickson Intn'l and 
president of M-E Productions. Mc- 
Cann-Erickson, although declining 
in broadcast billings, is still one of 
the giants as the 10th among the 
top 50. Weaver's concepts and con- 
tributions to the broadcast field are 
too numerous to mention, in the 
opinion of networkers, and they say 
that "this truly creative guy" now 
ensconced at McCann-Erickson 
rates deep respect and top billing. 

A real fireball. They say there is 
nothing complacent about Nicholas 
Eugene Keesely, senior vice presi- 
dent and director of radio/ tv, Len- 
nen & Newell. Networkers describe 
Keesely as a tireless worker, but 
this is not the principal reason he 
is in the top circle. "He's also a 
fireball, riding brilliant herd on a 
bunch of high-rated properties," 
said an observer. "He knows abso- 
lutely every phase of commercial 
broadcasting," declared another net- 
wo rk ex ecu t i ve. "Th is is an old- 
time showbiz man with exceptional 
skills behind his flamboyance." 
Keesely joined L&N in 1 948 after 
handling program development for 
Mutual, program development and 
sales for CBS, and radio department 
for the Sam Jaffe agency. 

Runs everything brilliantly. A 

considerate human being with su- 
per skills and master knowledge of 
broadcast goings-on, die networkers 
maintain, is Philip H. Cohen, who 
h a s been I i nked w i th S u 1 1 i va n , 
Siaufter, Colwell & Bayles since its 
founding in 1946. Vice president in 
the tv/radio department and a di- 
rector of the agency, he joined 
S S C&B after I ea v i n g R u t h r a u ff & 
Ryan where he was head of daytime 
radio. 

Cohen masterminds much of the 
program buying, and networkers 
applaud him for "always playing 
scpiare." "He's never evasive," said 
the execs at 30 Rock and 485 Madi- 
son, and W. 07th. "Cohen sure 
runs things brilliantly in his shop. 
"He is a quiet, wise and conscien- 
tious craftsman." ^ 

STARCH BATTLE 

(Continued from page 33) 

nonnced its decision to sell for 39 
cents, and rejxms are that it is giv- 
ing the ad budget the short end to 



do so, although Fuller, Smith, and 
Ross men on the account would 
not comment on this. 

Many industry people feel that 
cutting the ad budget at this time 
would be unwise with most con- 
sumer preferences still undecided. 

Details on five of the largest na- 
tional brands which are battling it 
out on tv are given here. 

Easy-On. Made by Boyle-Midway, 
a division of American Home Prod- 
ucts, Easy-On is the undisputed 
leader in the field. The first na- 
tional spray starch out (Glis was 
the first in 1959), it had an im- 
portant jump on its competitors. 
Rather sure of keeping the throne, 
the company attributes most of the 
product's success to its tv orienta- 
tion. Using tv exclusively, the com- 
pany has been able to fend off the 
competition of Niagara and Reddi- 
Starch, both of which started to 
ascend, but reportedly were held 
clown. 

Cunningham & Walsh is the ad- 
vertising agency responsible for the 
successful ad plays. Thirty-second 
and minute spots are used on clay- 
time and nighttime shows, mostly 
nighttime. On a great deal of net- 
work and some spot, the commer- 
cials are described as strictly good 
hard sell. The starch is low-priced 
in most markets. 

Sta-Flo. Television is the major 
medium for A. E. Staley's spray 
starch, according to Erank L. Calla- 
han, account executive at EWR&R, 
agency for Sta-Flo. More potential 
is offered for the product via visual 
advertising, he claims. "The spray 
starch field is one that can benefit 
from demonstration more than can 
most other products. A product 
such as this, in a highly competitive 
market needs every advantage it 
can get, and we consider television 
the most advantageous medium." 

Sta-Flo is now strictly a network 
user, with schedules consisting of 
clay and night minutes. Up until 
1 962, however, Staley also con- 
ducted a substantial spot tv sched- 
ule for the product along with its 
network investments. 

Callahan pointed out that as of 
June of 1962 about 34% of the 
consumers have tried spray starch 
at least once, and 40% of these have 
mad e repea I pu rch ases . He feels 
that this is a good record. 

Niagara. Having only been on 
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DOMINANCE 

in the AUGUSTA market 

THE AUGUSTA TELEVISION AUDIENCE MARCH 1962 

AVERAGE QUARTER-HOUR HOMES REACHED SUMMARY 



NETWORK OPTION TIME 
AND LOCAL TIME 
DAY-PARTS 


STATION AVERAGE HOMES REACHED 


WJBF 
(NBC-ABC) 


Srorion "A" 


MONDAY THRU FRIDAY 
5:00 PM to 7:30 PM 


37,400 


10,800 


MONDAY THRU SUNDAY 






5:00 PM to 7:30 PM 


36,100 


11,100 


7:30 PM to 11:00 PM 


39,200 


20,800 


11:00 PM to MidnioM 


5,500 


5,1*00 



BROAD DAY-PARTS 


WJBF 
(NBC -ABC } 


Station A 

(CBS) 


MONDAY THRU FRIDAY 
9:00 AM to 12:00 Noon 
12:00 Noon to 6:00 PM 


16,800 

22,300 


5,400 

7,900 


SATURDAY & SUNDAY 
9:00 AM to 12:00 Noon 
12:00 Noon to 6:00 PM 


15,100 
20,500 


5,600 

8,200 


MONDAY THRU SUNDAY 






6:00 PM to 10:00 PM 
lObOO PM to Midnight 


k3,kQ0 

13,600 


18,700 
12,100 


6:00 PM TO MIDNIGHT 


33,500 


16,500 


9:00 AM TO MIDNIGHT 


25,^00 


10,900 



AMERICAN RESEARCH BUREAU 




tall GEO. P. HOLLINGBERY COMPANY, national representatives 



the mai ket national]}' for eight 
months, Niagara spray has nsccl 
mostly network tv minute commer- 
cials to push it to prominence. An 
aerosol of (lorn Products, Niagara's 
spots are more on daytime network 
shows. 

(lorn Products has four other 
starches out, but Niagara is the first 
spray. An immediate hit, the prcxl- 
uct is slated to unthrone Easy-On. 

Reddi-Starch. A large national 
spray starch, R aid kSt arch has 
moved in and out of the industry's 
restless spotlight. Holding an im- 
pressive 20% of the country's spray 
starch sales in 1901, by September 
of this year it could only claim 5% 
— a certain victim of the spray 
starch free-for-all. 

One of the first sprays on the 
market, the product was purchased 
by Simon i'/. in 1959, from the Union 
Starch and Refining Company of 
Indiana, where it had been intro- 
duced under the label of Pennant 
Reddi-Starch. Prior to the purchase 
bv Simoni/, Reddi-Starch was strict- 
ly regional, limited to mid western 
areas. 

Simon iz started an intensive tv 
campaign for the item, in which 
agency Dancer-Fit/gerald R: Sample 
plays an imporant role. Its earliest 
tv advertising centered around con- 
sumer education of starch sprays. 
W. J. McEd wards, advertising man- 
ager of Simoni/ comments: "Now 
it's much dillcrcnt. With so much 
competition in the field, the com- 
mercials stress the brand name and 
specific product advantages. The 
copy platform of Reddi-Starch em- 
phasizes such points as "new beauty 
for clothing . . , five ways for better 
clothes." 

Both network and spot schedules 
are maintained, daytime and night- 
time primarily, with some scattered 
20s. The company plans to con- 
tinue investing heavily in tv. 

Lestoil. Appearing on the na- 
tional scene in September 1961, Les- 
toil's Instant spray starch is main- 
taining a respectable 10% of the 
national market. Both network and 
spot are being used, but what's in 
the future nobcxly knows — or will 
tell. Due to increasing competi- 
tion, Lestoil switched from a small 
agency, Sackcl-Jackson, to Fuller & 
Smith k Ross, The account moves 
officially on 1 January. 

(Please tarn to page 75) 
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"BUYER'S 

W I L WW I \m 111 I 



By James W. Beach 

V.p., broadcast supervisor 
Foote, Cone & Belding 
Chicago 



Some advice to representatives 



|lia\c the feeling that unlike 
certain industries and profes- 
sions, the advertising salesman on 
the street is man) times sold by 
his prospect, rather than selling 
him. Win do I feel this wav? Be- 
cause \ou as a group are probably 
as thoroughly trained and skilled 
in the knowledge of \our business 
— of the stations you represent, of 
the markets which those stations 
ser\e, profiles in toto of the com- 
petitive programing aspec ts of the 
respective stations in the market, 
and of the total function of a 
group ol stations representing a 
tremendous cross-section of any 
type of market and for almost any 
type of product now manufac- 
tured. But do you always get this 
story across? If }ou do, 100% of 
the time, then in m\ opinion you 
have that rare endowment referred 
to as genius. And among the 
aforementioned group of my per- 
sonal acquaintances, 1 don't hap- 
pen to know one. 

But I sometimes Ieel that the 
broadcast advertising profession, 
by virtue of the very structure of 
advertising agencies and their di- 
vergent modus operandi, has an 
additional sales barrier which is 
lealh subliminal in nature. It is 
not there by intent, but because of 



tradition, occasional inflexibility, 
and so forth. What I am referring 
to is this: in spite of all the prep- 
aration most station reps put into 
their pre-presentation planning, 
when you get to the agency or ad- 
vertiser you let them sell you. 
Why? Because they are specialists, 
too, and highly knowledgeable — 
at least they should be, as you 
should be — about their respective 
product*, marketing goals, budg- 
ets, etc. Because of this, ofttimes 
you accept as axiomatic the rep- 
resentation of timebuyers, account 
executives and research people 
with regard to their particular me- 
dia needs. Why? Are you not the 
bridge between the buyer and the 
market, and is not the market in 
an ever constant stage of transi- 
tion? 

Who should know best the im- 
portant related data pertaining to 
the markets \ou represent. Who 
should keep abreast of the almost 
daily metamorphosis taking place 
in these markets as a result of com- 
pel it i\e media changes, shifting 
tides of population, new program- 
ing of stations, and more use of 
your medium by the manufactur- 
ers of competing products and the 
results they are getting at the con- 
sumer level. You, of course, and 



your clients, will welcome such 
knowledge if you really have it. 
Fear not that the rep's role in the 
advertising community will be de- 
preciated by computers. The indi- 
vidual application of the human 
equation to the media and mar- 
keting problem can never be re- 
placed — merely assisted and sta- 
tistical information expedited. 

I can't count the number of 
times that I have heard station 
reps say to me — why the hell did 
they buy such and such a station, 
or such and such a program, or 
even such and such a market? If 
you really have a valid sales posi- 
tion, which in the final analysis 
will measure up in terms of per- 
formance, and really apply specifi- 
cally to the product and the job to 
be clone, this is where you start to 
come) an idea. 

If" you approach this problem 
tactfully, sincerely, and with abso- 
lute knowledge of a total job to 
be done, and you do sell the idea, 
even if you have to go around or 
over the heads of certain people at 
times to do it — you know what 
happens? You ultimately become 
a hero. But more important, you 
make a hero out of the very peo- 
ple wiio have seemingly negated 
your ideas, because you make them 
look good, too, and they wind up, 
in most cases, with a warm feeling 
towards a creative salesman who 
had the guts to stand up and be 
counted and say I don't agree with 
you. By this, I don't mean that 
the mere standing up and not 
agreeing will bring you accolades. 
In most cases, as old ''Nik" says, 
"It'll bury you." Why? Because 
you haven't done the proper prep- 
aration, indulged in the proper re- 
search, the total market analysis, 
the complete study of audience 
profiles, income levels, buying hab- 
its, as well as knowledge of the 
product and marketing goals of 
the client. 

My suggestion to you is to learn 
to communicate better with the 
people you call on. In most cases, 
this will evoke the kind of human 
response most of us are prone to 
gi\ e to pleasant, interesting, in- 
formed rep res en ta t ion. If it 
doesn't at this point, of course, my 
message to you is, again: "This is 
where you start to sell." ^ 



fames IF. Beach is v.p. and btoad- 
east supervisor at FCirB, Chicago. 
His last position ivas v.p. in charge 
of ABC TV's Central Dhn sion y ana 
prior to thai, he worked at several 
Chicago radio stations as well as 
WBKB {TV), Chicago. In a talk 
before the Station Representatives 
As.\n,, Chicago, excopted here, he 
describes the attitudes and knowl- 
edge a good lep salesman needs. 
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SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



A continuing strong belief in spot tv's effectiveness was evidenced last 
week by Chicago's two leading spot advertisers; Alberto-Culver and 
Kellogg. 

Alberto-Culver completed renewals in all its top 25 spot markets. The 
only change was the addition of New Orleans, as reported previously, 
and there may be several other market additions forthcoming. Via 
Compton, Chicago, the A-C product lineup includes VO-5, Command, 
Rinse Away, Treseme, shaving rreain and hair spray, and DermaFresh, 
representing an estimated outlay of $5 million this year in spot. 

Out of BBDO, which handles the so-called "new products" (VO-5 
Shampoos and Get Set among the most prominent), another estimated 
$5 million went into spot since last March. However, l»l»DO has already 
negotiated renewals of its A-C markets, coinciding with Coinpton's, mak- 
ing the common expiration date for all A-C spot schedules 31 December 
1963. 

Kellogg, via Burnett, is buying a substantial list of selected markets 
for a 52-week run beginning the first week in January. Minutes, both 
adult and kid appeal, will he scheduled in day and fringe night slots. 
The buying team: Mincheff, Weed, and Howorth. 



Ovaltine (Tatham-Laird) telescoped its list of spot markets last week, 
due to a budget cutback. 

Previously in 10 top markets, Ovaltine cancelled schedules effective 
mid-December, and will concentrate its spot activity in four markets 
only: New York, Los Angeles, Chicago, and San Francisco. 

In addition, this advertiser continues its network participations on 
NBC TV daytime and ABC TV nighttime. 



A substantial piece of business is anticipated via the agencies for Gen- 
eral Mills (Knox Reeves, Minneapolis, and Needham, Louis & Brorby, 
Chicago). 

All the General Mills spot schedules expired late last month, and new 
ones should be forthcoming. 

For details of other spot activity last week see items below. 



SPOT TV BUYS 

United Biscuit Co., which uses the brand names of Heckman, Merchants, 
and Supreme, depending on the region of the country, is buying some 
30 markets for a two-week flight, using daytime minutes. The agency, 
George Hartman, usually buys several such flights each year. The buyer: 
June Kemper. 

Salada Tea launches its winter campaign next month and is buying 
schedules in its northeastern marketing area. The campaign will last 



STARCH BATTLE 

(Continued from page 73) 

There are so many regional 
spra\s out, and coining, that guesses 
range from 10 to GO. The three 
niajoi regional sprays are discussed 
here. 

(ilis. First in sales in the North- 
east, t\ is the big gun the product 
uses in the competition. Glis people 
claim the oncoming competition 
has not affected sales. 

Faultless. Among the regional 
sprays, Faultless spray-on, a product 
of Faultless Starch Co., is perhaps 
the most significant. A Kansas City 
compam in the starch business for 
75 years, it markets in die southern 
half of the United States. Via Bruce 
B. Brewer agency, it uses spot tv 
exclusiveh in from 75 to 125 south- 
eru markets. 

The tv pattern of Faultless has 
been use of minutes, 20s, and I.D.s, 
with minutes scheduled in fringe 
time; 1.1). s and 20s in prime time. 

Marketing director Bob Thomp- 
son leels that Faultless spray has an 
advantage because of its name. Cus- 
tomers in the lower half of the 
country have been lamiliar with 
the name for many years. As far 
as television usage is concerned, 
Thompson says that Faultless sched- 
ules its spots mostly in urban mar- 
kets, because it's chiefly the c ity 
women who are big spray users. 

Cotton Maid. A product of the 
Anheuser-Busch Corn Products de- 
partment, Cotton Maid has become 
a success in the South. Its advertis- 
ing is handled by D'Arcy, St. Louis. 

The no-cook, liquid starch was 
introduced in early 1951 under the 
consumer label of Cotton Maid. 
Keeping abreast with industry de- 
velopments, the product was pro- 
duced earh this year in a plastic, 
refillable, spray container as Cotton 
Maid Instant Spraj Starch. 

Last spring, a limited television 
campaign was used to introduce the 
new spray. Schedules were placed 
in three metropolitan markets, 
using a total of seven stations. Com- 
mercials, minutes, and 20s were 
used, stressing dependability, ease 
of use, and sensible pricing as the 
basic claims. 

Plans for HK>3 Cotton Maicl ad- 
vertising are still in the formulating 
stages, and the company has no 
plans to expand the product at the 
present time. ^ 
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SPOT-SCOPE 



Continued 



for six weeks, with frequency up to 20 spots a week in some markets. 
Agency is Hoag Sc Provandie, Boston. 

Buxton, leathei products manufacturer, is testing spot tv in four markets, 
Detroit, Pittsburgh, Atlanta, and San Francisco. The campaign, if suc- 
cessful, will be expanded next year but current schedules wind up at the 
end of this month. Time segment: minutes and 20s. Agency: Doyle Dane 
Bern bach. 

Falstaff Beer is renewing schedules in all its tv markets for 52 weeks 
starting 1 January. The spots are prime 20s. Agency on the Falstaff 
account is Dancer-Fitzgerald-Sample. 

Lelm 8c Fink is looking over avails for a 12-week campaign to push its 
Lysol Spray. The campaign is scheduled to get off the ground 7 January. 
Schedules call for night and day minutes. Agency: Geyer, Morey, Ballard. 
Marge Langoni is doing the buying. 

R. T. French is lining up a host of markets for its Instant Potatoes, look- 
ing for minutes in late evening and prime time. Kick-off date is 13 Janu- 
ary and schedules will run for 11 weeks. Agency is Kenyon & Eckhardu 
Buyer: Louise Haute. 

Bristol-Myers will have some action in spot tv on behalf of Sal Hepatica. 
Schedules kick-off on 10 January and run for three weeks. Time segments: 
night and day minutes. Agency: Young & Rubicam. Buyer: Bill Dollard. 

Clark-Cleveland is going in for eight weeks to promote its Fix-O-Dent. 
The call is for minutes, both night and day, to kick off on 21 January 
and several markets are slotted for the action. Agency: Ralph Allum. 
Buyer: Howard Webb. 



SPOT RADIO BUYS 

Pacific Ocean Park, Santa Monica, has launched an intensive radio spot 
drive with heaviest penetration in the west coast marketing area. The 
campaign will run through the summer of 1963. Agency on the account 
is Carson/Roberts, Los Angeles. 

Oregon Highway Department's Travel Information Division will spend 
$400,000 in a national advertising campaign in 1963. Included will be 
radio and tv spot activity from April through June, with heaviest sched- 
ules in California and Washington markets and smaller schedules in 
Idaho and British Columbia. Cole &: Weber of Portland is the agency. 

General Motors Harrison Radiator division is going into approximately 
125 markets with a campaign it launches 14 January. Schedules will 
continue for seven-eight weeks, in afternoon time. Agency: D. P. Brother. 
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OUR THANKS TO THE COLORADO BAR 

ASSOCIATION FOR ITS SECOND ANNUAL 

JUSTICE AWARD 



The Colorado Bar Association established its annual 
JUSTICE AWARD in 1961, to be presented to the 
medium... "that best explains the role of the law 
and the Courts to the American Public." In 1961 and 
again in 1962 this award was presented to the KLZ 
stations in Denver. 

The JUSTICE AWARD presentation read in part... 
"It is particularly significant that at a time when the 
need was never greater to explain the role of the law 
and the courts to the American Public that KLZ Radio 
and Television have unselfishly answered this need 
through the radio program "Party Line" and the 
brilliant television documentary dealing with court 
reform." 

This is another example of KLZ Radio and Television's 
dedication to public service programming of real 
significance. 



incoming President, President, President, 

Colorado Bar Assoc. KLZ-AM-FM-TV Colorado Bar Assoc. 

William K. Ris Hugh B.Terry Harrison Loesch 
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Puzzle: 

Son of "Whose News Is Whose?" 

In response to requests from literature lovers, we offer a sequel to "Whose News 
Is Whose?" What we mean is, if you couldn't solve that one, try this. It's easier. 
Same rules, same reward. New situation, also fictitious. 

In the days when men were men and land was cheap, five WMAL-TV 
newscasters* bought a couple of acres and built modest vacation cabins 
of identical design. To avoid confusion, each cabin was painted a differ- 
ent color. Each cabin contained (and still does) one clean-living, clear- 
thinking newscaster, one trusty dog, and one musical instrument with 
which the newscaster amused himself as he contemplated the verities.** 
Got the pitch? Here's the puzzle: 



McBee lives in the red house. Allen owns a Weimaraner. The 
man in the green house plays the recorder. The green house is 
immediately to the right of the ivory house. The Maryland 
newsman owns a Samoyed. The man in the yellow house is the 
Capitol reporter. The man in the middle house plays the 
drums. McCaffrey lives in the first house. The business news- 
caster lives in the house next to the beagle owner. The collie 
owner lives next to the Capitol reporter. The weather man 
plays the violin. Gilmartin is the sports reporter. McCaffrey 
lives next to the blue house. Batchelder plays the piano. 

Who owns the Doberman Pinscher? Who plays the trombone? 

*The other four, ABC World Newsman Cochran, Backstage reporter Grant, Vir- 
ginia newsman Meyer and DC reporter Deibert, are confirmed urbanites. 

**For a complete daily report on the verities, Washington relies on WMAL-TV's 
hour-long 6:30 P.M. Evening Report, all the news that's fit to squint. Check H-R 
for current availabilities. 
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Evening Star Broadcasting Company Washington, D. C. represented by H-R Television, Inc. 



Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 



